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Brokers View 
Redesigned and 
New Food Lines 


Many Companies Report 
Increased Ad Budgets 
at Brokers’ Meeting 


ATLANTIC City, N. J., Jan. 22— 
A wide variety of new products, 
new packages and new merchan- 
dising plans were unveiled at the 
47th annual convention of the Na- 
tional Food Brokers Assn. here 
this week. The convention was 
held in conjunction with the Na- 
tional Canners Assn. meeting. 

The brokers, who handle virtu- 
ally every type of product re- 
tailed by supermarkets, were del- 
uged with announcements of vary- 
ing importance. 

One of the most interesting was 
the debut of Freewax, which waxes 
floors and kills bugs at the same 
time. 

“This new two-in-one product 
will make floors glow and bugs 
go,” said J. M. Feinberg, secretary- 
treasurer of Freewax Corp., Talla- 
hassee, Fla. He claimed that the 
wax meets highest government 
specifications and offers up to 
100% control of crawling insects 
within 48 hours after application. 


® Less fascinating, but of at least 
equal import, was the introduction 
of the Hubinger Co.’s first major 
packaging change in 20 years for 
its Quick Elastic laundry starch. 
The package retains the familiar 
flatiron trademark which has iden- 
tified the product since it first ap- 
peared in 1881, but has switched 
from a vertical to horizontal de- 
sign for better display value. 

A. M. Robinson, v.p. in charge 

(Continued on Page 69) 


LUCKY US 


HORSEMEAT? NOT US—With a 50% drop 
in hamburger sales in Chicago because 
of the present horsemeat scandal, Peter 
Pan, snack shop chain, found the need 
to run this page ad in the Chicago Trib- 
une to reassure customers that it serves 


pure beef. 


Distinguished? 


‘But of Course; 


He’s a Client! 


New York, Jan. 24—When Lord 
Calvert's “Man of Distinction” ap- 
pears in February magazines, he) 
wil be George G. Blaisdell, presi- 
dent of Zippo Mfg. Co., Bradford, 
Pa. 

Mr. Blaisdell poses against a li- 
brary background, clutching the 
familiar glass. The copy panel be- 
neath the photograph explains that 
the “distinguished manufacturer” 
had a boyhood interest in mechan- 
ics which led him to design a 
windproof lighter. Starting in 1932, 
with two employes in a garage and 
using $260 worth of second-hand 
equipment, he built Zippo into one 
of the world’s leading lighters. 

Lord Calvert and Zippo Mfg. Co. 


are Geyer, Newell & Ganger clients. 


‘Clean Weeds Out of 
Advertising’: Willem 


San ANTONIO, Jan. 25—The sole! 
function of all advertising is to 
sell ideas, and publishers and 
broadcasters, “while generally im- 
proving themselves as carriers, 
have been turtle-slow in providing 
effective sales aids and ideas to 
advertisers.” 

This opinion was impressively 
expounded—and explained in de- 
tail—today by John M. Willem, 
v.p. of Leo Burnett Co., Chicago. 

Mr. Willem told a _ luncheon 
meeting of the Southwestern Assn. 
of Advertising Agencies that any- 
thing that does not contribute to 
the fundamental concept of idea- 
selling “is a weed.” 

“Techniques become weeds,” he 
said, “The striving for effect be- 
comes infectious among creative 
people until the selling purpose is 
strangled. 

“Research becomes a weed,” he 
continued, “when left to run un- 

(Continued on Page 63) 


as Biow Successor 


New York, Jan. 22—Schenley 
Distributors lost no time picking a 
successor to Biow Co. to handle 
Old Stagg bourbon and Cream of 
Kentucky. Biow resigned Friday, 
Jan. 18 (AA, Jan. 21). Yesterday 
Schenley announced Grey Adver- 
tising Agency will handle the two 
whiskies. 

Schenley explained that Grey 
has “served well” on others of its 
accounts (Grey handles Cascade, 
a straight, and Wilkens Family, a 
blend put out by Melrose Distri- 
butors, a Schenley Industries sub- 
sidiary). The company also said 
Grey has no brand conflict, and 
that it is Schenley’s aim to “work 
with its agency family.” 

No formal presentations were 
made for the business by any 
agency. 


Soap Advertising 
Zoomed Again in 


New York, Jan. 22—Household 
soap advertising—a field in which 
not much change had taken place 
since 1948 despite appreciable sales 
increases on both a dollar and ton- 
nage basis—took a 26% spurt last 
year. 

This was one of the significant 
advertising points brought out by 
P. J. Stomberg, v.p., A. C. Nielsen 
Co., in a special presentation on 
household soap trends made to the 
25th convention of the Assn. of 


| American Soap & Glycerine Pro- 


ducers. 
The Nielsen study measured ex- 
penditures in magazines, newspa- 


| pers published in cities over 100,- 


| 000, network radio and network 
| television. The last medium ac- 
counted for a substantial portion 
| of the increase, with a number of 
|companies (Procter & Gamble, 
Lever Bros., etc.) going into TV 
| in the latter part of 1950. 
i‘. Rate increases were a second 
factor in bringing about higher | 
dollar expenditures. 
| While total household soap sales | 
showed a 3% decline from 1950 
to 1951, synthetic detergents re- 
ported a 17% increase in tonnage) 
sales, the report shows. | 
Some of the other findings: 
1. Last year food store dollar} 
— totaled an estimated $30.4, 
billion, an alltime high and 3% 
times the increase over 1939. aor 
rise has been steady throughout. 
The Korean War prevented what 
might have been a slight decline 
last year. 

2. Food store distribution of drug 
products has widened greatly in 
the last five years. 

3. The number of “large” stores 
in the U. S. has increased from 

(Continued on Page 4) 


Highlights of the Week's 
News and Index to Fea- 
tures Are on Page 66 


| MORROW FOR DITTO—This b&w page 


., NAEA Unveils New 


Ad Sales Weapons 


\ DITTO 


| 
| 
| 
| 
| 
| 
| 


ad, prepared for Ditto Inc., Chicago 
manufacturer of duplicating machines, by 
its new agency, Tim Morrow Advertising, 
Chicago, will appear in six magazines 
and five business publications. 


Adopt Spot Rate 


as Net Selective 


Rate, NBC Urged 


Cotumsia, S. C., Jan. 25—De- 
tailing his objections to the pro- 
posed new radio rate formula of 
the National Broadcasting Co., G. 
Richard Shafto, general manager 
of WIS, has suggested that each 
affiliate’s national spot rate be 
adopted as the sale price for its 
facilities on a selective market net- 
work sales plan. 

Mr. Shafto set forth his views 
during a speech before the South 
Carolina Broadcasters Assn. here 
recently. 

On the pro side, from the net- 
work’s point of view, the local 


(Continued on Page 66) 


Last Minute News Flashes 


Schenley Picks Grey | ' Lever Bros. Sets Good Luck Coupon Promotion 


New York, Jan. 25—Beginning Jan. 28, Lever Bros.’ Good Luck prod- 


ucts division will offer consumers 


in all distribution areas an oppor- 


tunity to take advantage of a 10¢ reduction on a pound of coffee in re- 


turn for the coupon printed on the 


pound package of Good Luck mar- 


garine. Coupons are redeemable at local grocery stores and apply to 


purchase of any brand of coffee. 


Newspaper ads in 220 cities, sup- 


plemented by radio and TV commercials in major markets, will con- 
| tinue through March. Batten, Barton, Durstine & Osborn is handling 


the promotion. 


Hollingbery Elects Eugene Thomas V. P. 

Cuicaco, Jan. 25—Eugene S. Thomas, formerly sales manager of 
WOR, New York, v.p. and general manager of WOIC (now WTOP- 
TV), Washington, and chairman of the National Assn. of Radio & 
Television Broadcasters’ television board, has been elected v.p. of 
George P. Hollingbery Co., station representative. Mr. Thomas will be 
in charge of Hollingbery’s expanding television activities with head- 
quarters in the company’s New York office. 


Levin Moves from Wheelock to Erwin, Wasey 
New York, Jan, 25—Michael Levin, formerly director of radio-TV 
copy and production for Ward Wheelock Co., has been appointed di- 
rector of radio and television creative production at Erwin, Wasey & Co. 
(Additional News Flashes on Page 67) 


Newspaper Ad Executives 
Tell ‘52 Ad Strategy; 
Wyman Elected President 


Cuicaco, Jan. 23—An entire ar- 


| senal of weapons for selling news- 


paper advertising was unveiled at 
the annual conference of the 
Newspaper Advertising Executives 
Assn. here this week. 

Several speakers at the meeting 
pointed up the shortcomings of 


For other news and pictures of 
the NAEA meeting see Pages 
2, 24, 34 and 65. 


|current newspaper practices and 
suggested various types of defense 
in depth; others outlined the weak- 


|/nesses of competitive media and 


explained how the new selling 
weapons can be used to exploit 
these weaknesses. 

Still others discussed long-range 
planning for a war of ideas de- 


| signed to pave the way for some 


10,000 newspaper admen who will 
participate in local engagements 
throughout the country. 


@ Louis E. Heindel, advertising 
director of the Madison Newspa- 
pers and president of the NAEA 
during the past year, set the pace 
for the entire conference in his 
opening address Monday morning. 

“For the first time in many 
years,” he told the group, “news- 
papers have lost ground to maga- 
zines. Television advertising reve- 
nues are still skyrocketing and 

(Continued on Page 50) 


‘53 Budget Includes 
Fund of $1,000,000 
for Recruiting Ads 


WASHINGTON, Jan. 24—ApvER- 
TISING AGE learned today that the 
1953 budget forwarded to Congress 
this week contemplates a recruit- 
ing advertising program of ap- 
proximately $1,000,000 during the 
12 months beginning July 1. 

This compares with $3,000,000 
voted for the present year. This 
$3,000,000 is presently impounded, 
pending further review by Con- 
gress of military recruiting plans. 

Army and Air Force recruiting 
advertising was scaled down by 
the Department of Defense after 
senators objected to the use of 
network radio programs. 


s A special inter-agency commit- 
tee established by the department 
determined that general recruit- 
ing advertising should be stopped. 
New advertising programs limited 
to the recruitment of specialists 
and women currently are being or- 
ganized. 

At the present time, the serv- 
ices are preparing to place ap- 
proximately $550,000 of advertis- 
ing for specialists, largely in news- 
papers, spot radio and specialized 
media. This campaign is being 
financed from 1951 funds. 
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]WT’s McAlpine Finds... 


‘Direct Mail Needs Much Research’ 


22—Direct mail 
order to 


Boston, Jan. 
needs basic research in 
rise from its “second class citizen’ 
state, John R. McAlpine, account 
executive on direct mail for J 
Walter Thompson Co., Detroit, told 
members of the Advertising Club 
of Boston last week 

Because Mr. McAlpine was pre- 
vented at the last moment from at- 
tending the meeting, Henry God- 
frey of the New York office of 
JWT read the speech for him 

The point is not to compare di- 
rect mail with other media, he 
said, but to provide studies and 
principles equal in quality and 
depth to other advertising research. 
Attention should be paid to reader- 
ship, production (particularly the 
problem of increasing efficiency in 
handling procedure), maintaining 
lists and developing facilities for 
mailings, and evaluating frequency 
schedules, he stated 
8 “In no other medium can we so 
surely test the difference in con- 
sumer reaction as in direct mail,” 
he pointed out, “because it can be 
controlled so beautifully.” 

Yet, he continued, even the big 
direct mail houses know very little 


. beut their medium. “There is a 
k of authoritative and useful 
formation,” he said. “No one, for 


@Xample, knows about readership 
Of direct mail.” 

The Thompson agency, he dis- 
cl@sed, has been making its own 
st¥dies of direct mail readership, 
laéking any from outside, and has 
digcovered that a successful direct 


readership, and sometimes up to 
70% of the people the advertiser 
wants to reach 

“Traditionally, it is the respon- 
sibility of the medium to provide 
data relevant to its use,” Mr. Mc- 
Alpine said, adding that it’s about 
time direct mai] did so. Specific 
projects suggested for research by 
Mr. McAlpine would include inves- 
tigations into the effectiveness of 
various colors, the optimum copy 
length, and so simple a question 
as the size of mail box slots to de- 
termine which pieces might be de- 
livered without having to be folded 
or placed on the floor. 


es JWT has discovered that the 
average family gets 2% pieces of 
all kinds of mail each day, Mr. Mc- 
Alpine disclosed, saying that all 
direct mail users should know such 
figures and not have to wait for an 
agency to discover them. Actually, 
he’ said, the direct mail industry 
can use the experience of agencies 
in its field in order to improve its 
service to mail advertisers. 

While JWT handles and evalu- 
ates direct mail as a co-equal with 
any other medium, he said, the 
lack of research data and exces- 
sive claims of the industry have 
led to its being considered inferior 

As concrete suggestions, Mr. Mc- 
Alpine offered: a certification of 
circulation of direct mail lists, 
much on the order of the Audit 
Bureau of Circulations; and mar- 
ket studies bearing on the qualifi- 
cations of lists, e.g., the proportion 
of prospective buyers on them for 


mail: promotion can get 50% particular products. 
pay 50% of the dealer's cost of 
usewares Makers running each ad the first time. 


Display Optimism at 
Annual! Pier Show 


Cuicaco, Jan. 24—The National 
Housewares Show closed here to- 
day with industry leaders pre- 
pare for a good business year. 

More buyers came to the show 
than in any previous year, the reg- 
istBation topping the 6,500 mark. 
Buying was described as selective 
buf sustained, with most compa- 
niés highly satisfied with the vol- 
ume of business written 


® John G. Brooks, v.p., Ekco Prod- 
ucts Co., largest manufacturer of 
kitchen tools and utensils, set the 
tone of the meeting by predicting 
that the housewares industry in 
1952 will have its most stable year 
since the close of World War II. 


Mr. Brooks said brides and 
housewives establishing a first 
home this year will invest ap- 


proximately $125,000,000 in kitch- 
enware 

Housewares exhibitors outdid 
one another this year in offering 
promotional aids to the buyer. Un- 
like the home furnishings market, 
there was a repeated emphasis on 
the importance of having national- 
iy advertised products. Attractive 
display packages were featured 
and color became a vital consider- 


ation in an industry which pre- 
viously had white as the staple 
color 


8 Casco Products Co., Bridgeport, 
Conn., offered retailers coopera- 
tive sponsorship of its TV show, 
“Holiday in Paris,” starring Do- 
lores Gray. Casco plans to intro- 
duce the tie-in program in every 
market in the nation that has TV. 

Cory Corp., Chicago, announced 
what it called the most extensive 
small dealer cooperative advertis- 
ing campaign ever placed behind 
Cory giass coffee brewers and 
Nicro stainless steel coffee brew- 
ers. Newspaper mats are supplied 
in the package deal and Cory will 


Cory also announced that its Nicro 
brewer will now be guaranteed for 
life. 


Dowd Adds 2 Accounts 

Two accounts have been ac- 
quired by John C. Dowd Inc., Bos- 
ton, and Dowd, Redfield & John- 
stone, New York. Audivox Inc., 
New York, successor to Western 
Electric’s hearing aid _ division, 
came from Benton & Bowles, and 
Gallagher & Burton’ whiskies, 
products of William Jameson & Co. 
division of Seagrams-Distillers 
Corp., came from Lawrence Fertig 
Co 


Goodrich Chemical Boosts 2 

James C. Richards Jr., manager 
of international sales of B. F 
Goodrich Chemical Co., Cleveland, 
has been elected sales v.p. Allyn 
I. Brandt, general sales manager, 
has been promoted to general mer- 
chandising manager of the com- 
pany. Mr. Richards succeeds John 
R. Hoover, who became president 
of the company recently 


To Ritter, Sanford & Price 

Hargroves National Service Sys- 
tem, New York, has appointed Rit- 
ter, Sanford & Price, New York, 
to conduct national sales promo- 
tion, advertising and publicity for 
its employe service to movie thea- 
ters. 


BETWEEN NAEA CONVENTION SESSIONS 


—The roving camera 
found members engoged in a number of informal discussion 
groups between NAEA sessions. Caught here are, in the usual 
order, John Rohde, v.p. of Reynolds-Fitzgerald; John W. Eddy, 
advertising manager of the Gazette, Schenectady, N. Y., and 
W. B. Goodloe Jr., advertising manager of the Florida Times- 
Union, Jacksonville. Looking over the convention agenda are 


Dilton tee the seria tended Sachs © binge! 


PARKER PEN PUSH —This four-color Parker 

Pen Co. ad is one of several to be used 

in @ campaign to push sales during the 

first six months of the year which are 

normally considered “dog days.” J. Wol- 
ter Thompson Co. is the agency. 


Paramount Exec 
Denies Control 
of DuMont Net 


WASHINGTON, Jan. 24—The first 
phase of Federal Communications 
Commission's big investigation in- 
to TV ambitions of Paramount 
and the ABC-United 
merger came to a close today with 
Paramount v.p. Paul Raibourne 
insisting that his company is not 
in a position to exercise executive 
control in DuMont Television Net- 
work 

With FCC probing to determine 


Advertising Age, January 28, 1952 


Free Enterprise Depends on Survival 
of Independent Business: Marcus 


Mr. Raibourne pointed out that 
Paramount voluntarily reduced its 
number of DuMont directors from 
four to three in 1946 “in order that 
its representation on the board 
would be proportionate to its stock 
holdings.” 

He described a plan proposed in 
1950 for Paramount to convert its 
Class B stock to Class A _ stock, 
which would be distributed to Par- 
amount stockholders. As a result 
of the deal, Mr. Raibourne said, 
Paramount hoped to retire large 
amounts of its own stock, on which 
it is paying $2 a share dividend. 
He said the plan was rejected by 
Dr. DuMont. 


@iIn the event that FCC deter- 
mined that the veto powers re- 
tained by Class B directors were 
sufficient to give Paramount “con- 
trol” over DuMont, Paramount 
would face a choice: 

1. It could resign itself to limi- 


| tations on future expansion. 


Paramount | 


whether Paramount influences Du- | 


Mont »perations, Mr. Raibourne 
pointed out that Paramount's bloc 
of Class B DuMont stock entitles 
it to only three of the firm’s eight 
directorships. Under questioning 
by FCC counsel Frederick Ford, 
he conceded that DuMont’'s chart- 
er cannot be changed without con- 
sent of the Class B stockholders. 


s During an appearance last week, 
Dr. Allen B. DuMont told how he 
tried unsuccessfully last year to 
buy back for $12,000,000 the Class 
B stock which Paramount acquired 
in 1938 for an investment of ap- 


proximately $164,000. Ill-feeling 
between DuMont and Paramount 
culminated last October, FCC 


learned, in a letter from Dr. Du- 
Mont accusing Paramount's Presi- 
dent Barney Balaban of “besmirch- 
ing” the firm name by getting it 
involved in FCC's investigation. 
Dr. DuMont demanded that Para- 
mount explain its future plans. 


® Should FCC decide that Para- 
mount controls DuMont—it issued 
a tentative decision to this effect 
in 1948—future TV expansion of 
the two firms would be limited to 
a single station, for under existing 
FCC rules no more than five TV 
stations may be under a single 
control. DuMont has three stations, 
and Paramount one at this time. 

During two days on the stand, 


Post. 


2. Or it could dispose of the Du- 
Mont holdings to DuMont or to 
Paramount stockholders. 

Dr. DuMont noted such a deci- 
sion would interfere with his com- 
pany’s plan to add at 
other TV stations to its network 
once the construction freeze ends. 


Galvin Indicates 
TV Advancements 
Will Be Fantastic 


Cuicaco, Jan. 22—Advertising 
men can start dragging out their 
Buck Rogers suits and dusting off 
their back issues of science-fiction 
magazines, according to Robert W. 
Galvin, executive v.p. of Motorola 
Inc. They will need them to pre- 


least two! 


pare copy for the television set of | 


the future. 

Mr. Galvin, in an address to the 
Chicago Television Council, pre- 
dicted that “compact portable tele- 
vision sets powered with their own 
source of atomic energy, three-di- 
mensional television pictures, radi- 
cally lowered prices resulting from 
such developments as the ger- 
manium transistor and printed cir- 
cuits” will be a reality within 10 
to 15 years. 

“The time will come when sets 
may some day be produced by a 


machine which will take parts at | 


' 


one end and bring out the finished | 


product at the other end.” 


® Earlier in his talk, Mr. Galvin 
confined his predictions to the im- 
mediate future. In 1952, he said, 
there will be a market for 6,000,- 
000 television sets, partly because 
increased demand will come in 
many areas where TV stations are 
planning to go on the air in 1953. 

Manufacturers will meet most of 
this demand with production of a 
minimum 4-5,00°,000 sets during 
the year, he asserted. 


Bob Pace, secretary of the NAEA, Danville, Ill., and Lawrence T. 
Knott, advertising director of the Chicago Sun-Times and 2nd 
v.p. of the NAEA in 1951. At the right are (left to right) B. 
Lewis Posen, publicity director of Hochschild & Kohn, Baltimore; 
Don Bernard, advertising director of the Washington Post, and 
Marshall Trippe, advertising director of the Baltimore News- 


Cuicaco, Jan. 23—“If we truly 
want free enterprise to survive, 
we must keep the independent in 
business—in all fields—and make 
it possible for an independent to 
go into business,” Stanley Marcus, 
president of the Neiman-Marcus 
department store in Dallas, told 


NAEA Meeting 


the Newspaper Advertising Execu- 
tives Assn. yesterday. 

In a luncheon speech which elic- 
ited a prolonged standing ovation 
from the NAEA members, Mr. 
Marcus identified the independent 
retailer as the most effective op- 
ponent of all threats “to what we 
fondly call the American Way.” 

“Modern mass production and 
distribution,” he told the group, 
“have brought some great benefits 
to the consumer, but coincidental- 
ly they have brought great stand- 
ardization of product and thought 
which can have serious effects on 
our national culture. 


s “The need for independents in 
all fields of endeavor—manufac- 
turing, publishing, the petroleum 
industry and retailing—is impor- 
tant to offset the trend toward uni- 
formity.” 

Mr. Marcus asserted that, while 
the government fights monopoly 
with one hand, it encourages mo- 
nopoly with the other. 

“While our government,” he de- 
clared, “has always stood against 
the principle of monopoly, its tax 
program may well have the effect 
of encouraging consolidations and 
the elimination of the independent 
from our economy. 

“I don’t question the need for 
tax money,” he added hastily. “I 
merely question the method and 

(Continued on Page 26) 


Sporting Goods 
Manufacturers Okay 
NCAA's Ban on TV 


Cuicaco, Jan. 23—The National 
Sporting Goods Assn. has pledged 
continued support of the National 
Collegiate Athletic Assn. in con- 
trolling telecasts of college foot- 
ball games. 

The association, which closed its 
annual convention here today, said 
unlimited telecasting of big games 
would undermine athletic pro- 
grams of many small colleges and 
high schools. It would in turn, said 
representatives, seriously threaten 
the sporting goods dealer. 


® Industry spokesmen were gen- 
erally optimistic about 1952. At- 
tendance at the meeting set a 
record. Buying was reported care- 
ful. Inventories still are high from 
last year’s record buying by re- 
tailers. 

F. J. Bowman, president, Wilson 


Sporting Goods Co., said produc- 


tion may be down from 20% to 
25% from 1951 figures because of 
bad weather which cut short play- 
ing seasons and affected sales. 
Mr. Bowman also predicted 
price cuts of 10% to 15% on many 
lines of baseball, football, basket- 
ball and gymnasium equipment. 


Bede Products Names Agency 

Bede Products Inc., Cleveland, 
manufacturer of hot spray paint 
heaters, has appointed Stedfeld & 
Byrne, Cleveland, to direct the 
advertising of its new subsidiary, 
Bede Automotive Products Inc. 
Color ads will appear in automo- 
tive publications, Stedfeld & Byrne 
already handles industrial adver- 
tising and public relations for the 
parent company. 


a 


p Roe At Ee Oe 3 ge hee Se ; rg a een me een ¥ i = a ee ts bbs Aes ps Son “fo 4, ce 
Ma NES oH : oe 3 j x bs Bette ci Saye giles Coen: eo Osh ene ace 4 < eee, Sere es. eee ae ee 
Spe ae r 4 * . i fo et, 
an d p ba 
pr 
4 . Se a 
~ aah 
5 ir sai 
“et ee 
= —--— ai 
{ i 
4 
ity 
sy 
Res no. Naw PArteor : : = =e 
4 == : 
ery indians ba 
ey ‘ rts 
a) iT ae 
f a 
aoe 2 
ier a a ‘ % 
aay ed ee 
¢ 3 
“Son tes 
a. i) hot 
i t Bi. 
_ . 
aw Y a 
.* F ee 
Sy es 
“SG . 
= : 
x ee 
wee : 
ie pe aa 
: 3 es 
. a 
o> & vee 
a a ed 
oe Pes 
es as 
| — 
As = 
" me | is f 
es 1 7 - 
e — 
a a5 
“4 > . aya 
OF eas 
Se | 4 
‘att ae 
e apt 
ee uf 
er 
\ 
Regt. « Po 3 
id is e 
x ont 
fk a 
rr = 2 
i Ba 
QA ae 
" = 
ri: oe 
1% Pay oe, oe ‘\e- ——) as Me 
cae 4 , rm " * ~ a 
= em hk : J , | 7 
igh ae : x ‘a 4 a : ‘ - a “+ 
es y be me *g . - ; ee 
. 4 ‘ / — ; 
OF oe. : ‘ lo =) it 4 ee oe aie bs we 
Fad ae ie —_—_ ee ee * 
" eas a © oat it Soe ~~ os 
by ete " . a .. . ies - Br * Fae 
a coy a “a ae? 2, ee = i eo F ar 
ae ae ee he ee “ age BS fe x 4 i % uy 
oe. . A a. cat ea 
ee a 
ah ae 
zich a 
Cay 4 
ae . ce 
i rie Pe ty em Ore une sigh 2h iat Tae im ; Ai ge Ca me NTs Rg - ; ie 6 Vee es ee 
Te ee i BE de fou Toe : Sie ae a Fee cy nyt tin kes ae eee feat cata eee Paes Pe SR ON he Ae creed ae Shoe 


See a 


Advertising Age, January 28, 1952 


Average Industrial Advertiser in ‘52 
Plans to Spend 2.16% of Sales on Ads 


Cuicaco, Jan. 22—The composite 
industrial advertiser in 1952 will 
spend 2.16% of expected sales for 
advertising, according to Industrial 
Marketing’s fifth annual survey of 
advertising and sales promotion 
plans. More than 250 industrial ad 
managers participated in the study, 
results of which are reported in 
the January issue. 

The percentage compares with 
2.04% reported by 302 advertisers 
in the publication’s 1949 survey; 
(percentages of expected sales fig- 
ures were not compiled in the 1950 
and 1951 surveys); 1.90% re- 
ported in the 1946 study, and 
1.90% reported by the National 
Industrial Advertisers Assn. for 
the war years, 1941 to 1944. 

A majority of the companies re- 
porting (54%) predicted increased 
sales during the coming year, with 
an average expected increase of 
16.7%. Almost 38% predicted “no 
change,” and the remainder fore- 
cast an average decrease in sales 
of 13%. 


8 All but 4% of the respondents 
said that advertising budgets will 
be boosted or will at least remain 


at the 1951 level. A total of 72% 
of the ad managers said that budg- 
ets will be larger—with the aver- 


age budget up 169%. Another 
24% said budgets will be un- 
changed and only 4% said that 


they will have to work with re- 
duced budgets. 

When asked how the increase 
would be spent, 39% cited higher 
production and space costs and 
32.9% mentioned marketing re- 
search. More than one-fourth 
(27%) of the ad managers said 
that they plan to augment their 
sales aids to distributors, jobbers 
and dealers, while 13.8% will de- 
vote more money and effort ,to 
trade shows, displays and exhibits. 


s There will be relatively few sig- 
nificant changes in copy themes 
or approaches during 1952, accord- 
ing to the respondents. More than 
three-quarters of the ad managers 
reported that the 1951 copy ap- 
proach will be continued with few 
modifications. 

In addition, a total of 93% of the 
respondents said that they plan 
to make few, if any, changes in 

(Continued on Page 68) 


Helbros Ties In 
52 Advertising 
to Cancer Fund 


New York, Jan. 25—Helbros 
Watch Co.’s entire advertising 
campaign for 1952, which calls for 
an expenditure of $1,000,000, will 
be tied in with the Damon Run- 
yon Memorial Fund for Cancer 
Research, according to Irwin Rose- 
man, advertising manager for Hel- 
bros. 

Within a few weeks the drive 
will break with radio and televi- 
sion spots in 17 markets. Other 
markets will probably be added 
later. These announcements will 
feature nine Paramount Pictures 
Corp. stars, who donate their 
services; in exchange, the actors 
will get a mention for their latest 
movies. 

In previous years this advertiser 
has been a network radio sponsor. 

Theme of the promotion, which 
will spotlight 12 watches especial- 
ly designed for the purpose, is “Be 
a cancer watchman, wear a Hel- 
bros watch designed for the Da- 
mon Runyon Memorial Fund.” The 
fund permits the company to point 
out in its advertising and pack- 
aging that a part of the profits 
from the sale of the watches goes 
to the charity organization. 


se Wyatt & Schuebel is handling 
radio and TV for Helbros, which 
is looking for an agency for print 
advertising. 

To alert retailers to the upcom- 
ing promotion, Helbros will run 
color ads in the jewelry trade pub- 
lications in February. Life is sched- 
uled for color copy in the late 
spring and Look for the early fall. 
Cooperative newspaper advertising 
also is planned. The company will 
pay the full cost of newspaper ads 
for a dealer who agrees to donate 


a share of his profits to the Run-| 


yon fund. 


watches will be distributed. 

At the customer level there will 
be premiere showings of movies, 
with proceeds to go to the fund. 

Mail-outs to dealers will con- 
tain counter cards, publicity re- 
leases and a letter from Walter 
Winchell, who has sparked the 
Runyon fund from the outset, ex- 
plaining the organization's efforts 
to find a cure for the dread dis- 
ease. 


Both Radio, Video 
Specialize in Drama 


LarcHMonT, N. Y., Jan. 25— 
Drama is currently the staple of 
the diet of radio and television 
audiences, according to the latest 
survey of Executives Radio-TV 
Service, publisher of “Factuary.” 

As of early January, there were 
68 network TV programs and 60 
network AM programs in this 
category. Most of these are mys- 
tery and detective stories. There 
has been little change since Octo- 
ber, 1951, except for a slight de- 
crease in the number of variety 
programs on the air. 

Television edged ahead of radio 
with 163 sponsors and 167 pro- 
grams, compared with 124 spon- 
sors and 200 programs for radio. 
In network radio there are several 
advertisers with more than one 
show. TV has fewer multiple pro- 
gram sponsors and shows a con- 
tinuing trend toward cooperative 
sponsorship of a single telecast. 


Brassard Adds 3 Accounts 


Brassard Advertising, Provi- 
dence, has been appointed to han- 
dle advertising for Sim-Plex Chair 
Corp., Providence, manufacturer of 
easy chairs that lock in different 
positions; to handie television ad- 
vertising for Giusti Baking Co., 
New Bedford, Mass.; television ad- 
vertising for Kay’s-Newport, Prov- 
idence, chain of retail shoe stores. 


Cottrell Promotes Saunders 
Stanton C. Saunders, for the past 
16 years with C. B. Cottrell & 
Sons, Westerly, R. I., manufac- 
turer of printing presses, has been 


| advanced to assistant to the presi- 


In each city, the sales effort| dent. He will be actively engaged 


will be started at the retail level 
with a dinner for jewelers and de- 
partment store executives. Local 
doctors or scientists will 


|in sales and executive work and 
| will continue as director of adver- 
| tising. 

be in-| 


vited to tell the group what the! Wall Trends to Cayton Inc. 


Runyon fund is doing in that area. 
Afterwards, Mr. Roseman or an- 
other Helbros representative will 
explain the watch company’s ef- 
forts for the fund. Then order 
blanks for the 12 special Helbros 


Wall Trends Inc., New York, 
producer of handprinted wallpa- 
pers and wall coverings, has ap- 
pointed Cayton Inc., New York, 
to direct its advertising. Mumm, 
Mullay & Nichols, Columbus, O., 
previously had the account. 


CROWNING-—Lisa Loughlin (Miss Petty Girl’) is crowned winner of contest for 
“American Beauty Who Best Typifies the Beauty of Bali.’ Contest was staged after 
showing of new Bali line. Left to right: Illustrator Russell Patterson; Miss Bali; 
Miss Loughlin; Illustrator Arthur William Brown and Columnist Earl Wilson, emcee. 


Covers ‘Dream’ Assignment... 


Bali Introduces Its New Brassieres 


with Party That Staggers Reporter 


By JAMES V. O'GARA i 

New York, Jan. 22—-When he 
handed out the assignment, the 
boss said a million guys would give 
an eyetooth to sit in at a showing 
of a new line of brassieres, like the 
Bali Brassiere Co.’s “introduction 
to the trade” last week at the 
Plaza Hotel. 

“Tell the poor guys who'll never 
get to one just what it’s like,” 
the boss said. “Tell ‘em about the 
pretty models prancing around in 
bras and whether Bali looks like 
a cinch to be a boon to the bosom. 

“And don’t forget,” he said, 
“this is an advertising journal; 
tell about the ad budget figures, 
too.” 


s Herewith, something for the 
boys who never saw professional 
models display a new line of bras, 
including a wire strapless plung- 
ing number: 

The Bali program started with 
cocktails at 6:30. This preceded 
the dinner that preceded the girls 


and bras. Must have been 800 at 
the thing—mostly “key retail peo- 
ple,” and half a battalion of press 
boys and photographers. Beyond 
these, the picture was a little con- 
fused. 

Confusion plus. The invitations 
said cocktails at 6:30. But there 
were only highballs, then or later. 
And talk, talk, talk. A conversa- 
tion eavesdropper could pick out 
snatches of small-talk above the 
hubbub. 


a“... What’s this all about?” “I 
dunno. All I do is sell brassieres. 
Believe me, I'd sell just as many 
without all this. Maybe more...” 

“.. She couldn’t come for the 
showing. It’s expensive to come | 
to New York from Colorado, you 
know...” 

“.. .You know, it’s a funny thing; | 
I’m always afraid I'll meet some- 
body I know and not be able to 
remember his name...” 

“ ..I didn’t touch it. I had a 

(Continued on Page 65) 


Outlook for Business Is Dependent Upon 
Government's Role, Management Men Say 


Los ANGELEs, Jan. 22—Like it or 
not, it is impossible to discuss the 
future of business without assaying 
what Washington will do, speak- 
ers agreed at the mid-winter gen- 
eral management conference of 
the American Management Assn. 
here last week. 

Three major forces will shape 
economic affairs for the next 12 
months or so, Elliott V. Bell, edi- 
tor and publisher of Business 
Week, told the meeting. They are: 
(a) government spending for na- 
tional security; (b) business 
spending for capital goods—plant 
and equipment, and (c) consumer 
spending. 

He said over-all defense spend- 
ing in 1952 may tota) $55 billion 
and, no matter what happens in 
Korea, sufficient commitments 
have been made to keep industry 
busy with defense orders well in- 
to 1953. 

Appraising the forces shaping 
the business future, Dr. Ray E. Un- 
tereiner, professor of economics. 
California Institute of Technology, 
recommended two things for busi- 


ness men to do when the present 
high rate of government spending 
declines: 


@ “I think you've got to get your | 
sales departments out of mothballs | 
and ready for the day when the} 
government cuts down its orders 
and you've got to sell a bigger vol-, 
ume than you've ever sold before. 
If, with our productive equipment 
and management skills and labor 
force, we can turn out 250 or 300 
billion dollars worth of goods and 
services, that’s what you will have 
to sell.” 


Piccard Names Gramercy | 

A. Blumstein Inc., New York, 
creator and distributor of Lucien 
Piccard watches, has appointed 
Gramercy Advertising, New York, 
its advertising counsel. A fashion 
magazine campaign emphasizing 
original watch designs is sche- 
duled. 


Jacoby Elected Mogul Co. V. P. 
William Jacoby, art director of 

Emil Mogul Co., New York, has 

been elected a v.p. of the agency. 


Admen Told to 
Help Bolster 
U. S. Morals 


Detroir, Jan. 22—Louis WN 
Brockway, executive v.p. of Young 
& Rubicam, New York, told the 
Adcraft Club here last Thursday 
“it is up to us both as good citi- 
zens and as advertising people to 
do something” about the general 
lowering of moral standards 
throughout the country 

Mr. Brockway, who is chairman 
of the board of the American Assn 
of Advertising Agencies, referred 
to “the revelations of the Kefauver 
committee, the Fulbright commit- 
tee, the basketball bribery and 
more recently the shocking revela- 
tions about the tax scandals” and 
commented: 


8 “All of us in advertising must 
take the codes of ethics and prin- 
ciples of advertising off the walls 
of our offices, take them out of 
their frames and put them to work. 

“We mast set an example of per- 
sonal action that will inspire mil- 
lions of our fellow Americans. If 
we do this, we will also take a 
big step forward in furthering the 
principles and ideals which have 
made America great. 

“In employing them anew, We 
can strengthen the moral fiber of 
our country at a time when s 
strengthening’ is one of the cryi 
needs of the day. 

“The responsibility is up 
every individual. If the individ 
meets the challenge, there is 
problem for the group or the i 
dustry. 

“Because advertising is sucht 
public business, the opportun 
for advertising people to affect 
standards of the public at — 
is a great one. Let’s live up to it 
every single one of us.” ; 


; 
$ 
= Mr. Brockway said that one of 
the major goals of advertisi 
agencies in 1952 should be to ob- 
tain more evidence on the circulg- 
tion and accomplishments of tel@- 
vision, adding that “televisig@n 


| costs are a serious problem.” 


“You see more and more adver- 
tisers going on an every-othef- 
week or once-a-month frequency,” 


he asserted. “And more and mc 


| shows are being sold on a partici- 


pation basis. These are ways to cut 
down the total dollar costs. But 
they also cut frequency and indi- 
vidual product identification. They 
do nothing to cut the cost of reach- 
ing a potential customer. 

“Is the answer to lessened fre- 
quency and split sponsorship that 
overworked word ‘impact?’ With 
sight, sound and motion, television 
ought to pack a terrific wallop. I 
think it does, but I hope in 1952 
we can get more evidence on re- 
sults than is now available. We 
also need to know more about the 
circulation and coverage of tele- 
vision than we now know. 

“We need to know, too, about 
the effect of television on other 
media, although there is consider- 
able information on this subject 
now available.” 


Ross Roy Inc. Appoints Two 

Albert E. Bowles, for the last 
five years in charge of dealer serv- 
ices, has been promoted to an ac- 
count executive in the Detroit of- 
fice of Ross Roy Inc. Henry A 
Houston, formerly with Kenyon & 
Eckhardt, also has been appointed 
an account executive in the Ross 
Roy Detroit office. 


Jam Handy Promotes Seaver 

Jam Handy Organization, De- 
troit, has promoted Frank Seaver, 
account executive on several tele- 
vision accounts, to account super- 
visor on all New York television 
operations. 


Be a, ares = i He a eee eee Se Poo IR eg ke aR I ce, es OR hs. aan Oe 
s a oS : ae , : a 
‘ ' oe 
: * A | oe ‘J 
} oa 4 ae eet ak Rar Bea CS See x 
: es es cae. ee ae at 
7. } ‘eg so 4 oe ~ OT ae ee a 4 
; 4 ieee ae ree nee ee 
es 2 ee a a ae ie 
Pie oe ; ohke 
Ate | as > s on 
% | 5 % oa \ seat Sai ‘pe 
: yaar feet P % 
| a Be \ oe a ; 3 
j 2 ‘-. oa " San ie oe a — ; 
5 ie : , a an ; 
aie e mat ‘ ‘ (tara oo aa 3 
Fe aes La ice a ‘ o, <i CA LS, ar 
i y ives Sing oe ~ | ae Wine be ‘ 
7 i Ry > 7" <> ae ive Ss “ 
Lap { Be ie ‘> Sats eS. a = 
» ) ; wey ine a - a meer di Ra , 
pit aameres so ~ 3 v ea: See nies 
: fe a S & * 6 5 BS cs ne 
E ; tre we wee 7. pe es 
: 5 get es: - ) d \ ~ eae He, 5i% Nad 
[Be ts 
if eae : had ‘ Sega 
Ae | -- - ’ rae i oa 
Si oS ; Re = y 4 ‘ ees at “ 
or | geen <a aie Bi 
op 3 —* Sa ee 4 pee 
; | ao ian Se <i 
. , =e at 
. —" j ‘ ‘—_ eh f. 
ar | a ; ; OY ie ge 
he } : : a wa. et “P< 7 oa 
tng | - ma <4 ~ 
‘ie — 
£ ' "4 
| ees Po . 
: | = - 
ae “ oa zs ee = om “amine 2 | . ¢ 
| ihe 
| Bee 
re eee Ws | 
en 
ee _ 
. i i, 5 
r rtd A 3 
: gla 
ae 2 oe 
ae: 
| po BS 
; aes. 
Vaca e 
ieee 
we & ot 
Wes aie 
5 Be: 
: _ er 
f er 
B ae 
Po eh 5 
: & 5 
; ee iss 
h e ’ 
uf a Mare 
ny 4 
ay q = ' 
| | Po : : 
a Ne Td 
, < 
a % * 
ont Zs 
a } e: # 
Re % 
sas ' a3 
| ee ; 
Fs Re co ae 
ie pO 7 s 
* Fs k 
i ve 
t v 5 
ee 
ie, | te ee 
x i ¢ a 
oe : ht 
es ed pets, a ce CE i a 5 og ae tae oe eye ate ee Rapes” tee De cae hey 
Pefteiee: Or< —Soe™ IBS es eRe ES Piobaie 2 > ee: ae rene oh) ae oma te ae hss econ eo Mt oat 


=e 
} 
a” 
* 


| C on 


i 


Soap Advertising 
Zoomed Again in ‘51 


(Continued from Page 1) 
36,437 in 1939 to 55,130 in 1948 

4. Higher prices, rather than in- 
creased tonnage sales, appear to 
have produced all or most of the 
recent gains in dollar sales. 

5. Dollar sales of household soap 
purchasing increased about 8% in 
1951 while tonnage sales dropped 
about 4% 


# 6. Consumer food prices, which 
dropped less than soap prices in 
1949, have increased faster than 
soaps since that time, and con- 
sumers currently are faring better 
price-wise on soaps than on the 
average food commodity. 

With what he termed “cautious 
optimism,” Walter E. Hoadley Jr., 
economist for Armstrong Cork Co., 
told the convention that 1952 will 
seeva 6% rise in total business, 2% 
less than last year. 

His report is a consensus of some 
200 current business forecasts 


| About 


80% of these 
agreed on the following: 
1. A 5% rise in personal dis- 
posable income (after taxes). 
2.A7% rise in genera] consumer 
spending and a consequent slight 
reduction in the rate of saving. 

3. A 1,000,000 rise in employ- 
ment and an average of 1,500,000 
unemployed for the year. 

4. Little net change in business 
inventories and expenditures. 

5. A 10% increase in corporate 
profits before taxes but a 5% de- 
cline after taxes. 


forecasts 


Swiss Watchmakers Honor 
Retail Jewelers in Ads 

Quality retail jewelers in the 
U. S. will be honored in March by 
advertising of the Watchmakers of 
Switzerland. Page ads in Life and 
other magazines will feature a 
painting of “The Jeweler” by 
Arthur Lidov. A three-piece win- 
dow display, using the Lidov 
painting as centerpiece, has been 
offered to retail jewelers. Foote, 
Cone & Belding handles the Watch- 
makers of Switzerland account. 


McKeachie for Mitchell on 
McCann’s European Team 
William E. McKeachie, v.p. and 
creative director of McCann-Erick- 
son, has been named chairman of 
McCann-Erickson Advertising Ltd. 
and supervisor of the agency's 
operations in Europe. He will be 
stationed in London and will be 
responsible for the London, Paris, 


a. 


H. A. Mitchell 


W. E. McKeachie 


Brussels, Frankfurt, Hamburg and 
Cologne offices. 

Mr. McKeachie replaces Hugh 
A. Mitchell, who spent the last six 
years in Europe. Mr. Mitchell, a 
vice-president, now becomes serv- 
ice division manager in the New 
York office. 


TOMATO 
KETCHUP 


«9 a 


Another HEINZ 24-Sheet Poster 


Designed for 


H. J. HEINZ COMPANY 


by 
MAXON, INC. 
Lithographed by 


CONTINENTAL 


One of the many powerful selling messages 
used by the H. J. Heinz Company on strategically 
located poster panels throughout the country. 


Se eee 


tinenta 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO @ DETROIT @ SEATTLE @ PITTSBURGH e@ SAN FRANCISCO e@ LOS ANGELES 


DuMont, ‘Life’ Will 
Otter Conventions 


on Cooperative Plan 


New York, Jan. 25—DuMont 
Television Network teamed with 
Life magazine this week to offer 
stations coverage of the Demo- 
cratic and Republican conventions 
on a cooperative basis for sale to 
local and national spot advertisers. 

With ABC, CBS and NBC al- 
ready set for sponsorship, on as 
many stations as they can clear 
for Admiral, Westinghouse and 
Philco, respectively (AA, Jan. 7), 
this gives station operators in one- 
station markets a four-way choice 
of network revenue. Though Du- 
Mont was behind the competition 
in finalizing plans, the network be- 
lieves it has an advantage in of- 
fering the stations a chance to keep 
more money for themselves. 

The cost to stations will be ap- 
proximately 20% of the Class A 
rate for the minimum guaranteed 
amount. In general, one spot per 
hour would go to DuMont; any- 
thing else the station sells, it keeps. 
On the usual straight network sale 
an affiliate gets approximately 30¢ 
on the dollar. 


@ Chris J. Witting, director and 
general manager of DuMont, ex- 
plained that Life will donate the 
services of its editorial and pic- 
torial staffs 

In addition to the pooled straight 
convention coverage, Life editors 
will participate in special pro- 
grams covering highlights of the 
meetings. The magazine’s agency, 
Young & Rubicam, will participate 
as programming and _ production 


Advertising Age, January 28, 1952 


counsel. Y&R will assign a writing 
and production staff to assist in the 
project. 

DuMont, which starts with a 
nucleus of three o-and-o stations, 
must get clearance from nine to 
11 stations in order to go ahead 
with this special programming. 
Initial reaction from stations not 
already committed has been fa- 
vorable, Mr. Witting said. 


ADMIRAL SPONSORS 
CONVENTIONS ON ABC 

CuicaGo, Jan. 23—Admirai Corp. 
and the American Broadcasting 
Co. announced yesterday that Ad- 
miral will sponsor radio and TV 
coverage of both political conven- 
tions and of election day returns 
over the ABC network. 

More than 300 ABC radio sta- 
tions will carry the programs, and 
orders have been placed for tele- 
vision stations in all TV cities, 
including those expected to be 
connected by the cable in July. 


® Between 20 and 25 hours each of 
broadcasting and telecasting time 
will be devoted to each convention 
and to other special programs, 
ABC announced. 

Negotiations for Admiral’s spon- 
sorship, at a reported cost of 
$2,000,000, started several weeks 
ago, but were held up pending the 
signing of commentators and 
newsmen to handle the job. Work- 
ing with John Daly, who will co- 
ordinate the entire operation, will 
be Elmer Davis, Drew Pearson, 
George Sokolsky, Erwin D. Can- 
ham, Bert Andrews, Paul Harvey, 
Martin Agronsky, Walter Kiernan, 
Ted Malone, Pauline Frederick 
and others. 


“This is the size we make for the 
Growing Greensboro Market!" 


WISE ADVERTISERS HAVE THE ANSWER to bigger sales 
—in the Growing Greensboro Market in the South’s Leading 


State .. 


. Over 1/6 of North Carolina’s 4-million population 


live in the Greensboro 12-County ABC Market, and account 


for 1/5 of the state’s $2%-billion retail sales . . 
chases total 1/5 of the state’s $487-million . . 


. Food pur- 
. Biggest selling 


punch in this high calibre market is the 100,000 daily circula- 
tion of the GREENSBORO NEWS and RECORD... 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Bureau of Census Figures 


News and Record 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 
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. And not just high-priced items, either . . . but more of the popular-priced A \A\ 
merchandise as well. Which is the reason advertising for almost any product Aa 
\A Ye ! 
has more chance to sell in New York's Quality Market—the Herald Tribune! ae : 
\\ : ¥ \ 
It’s a class market that buys mass! . . . five billion dollars BIG! ... the people with \A\ ¥\ ! 
\ . 
higher incomes, more savings, securities and property .. . discriminating people yi a 
who have more dynamic wants and needs, plus the wherewithal to do ; 
something about it! Get full details .. . now! — Ef 
3 t : 2 
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Statistical Source: Herald Tribune Continuing Home Study —uniquely complete analysis 
of a newspaper's audience. For further data, write to Herald Tribune Market 
Research Department, 230 West 41st Street, New York 18, N.Y. 
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Fromin Named Ad Director 

Wilbur M. Fromin, formerly 
with the New York Journal & 
American, has been appointed ad- 
vertising promotion and publicity 
director of American Journal of 
Nursing New York 


Pye Organizes PR Oftice 


Robert E. Pye, formerly execu- 
tive secretary of the Minnesota 
Bankers Assn., has opened a pub- 


lic relations office in Minneapolis. 


Remember 
WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 

for over 55 years 


90 Fifth Ave., New York 11 
OR 5-3523 
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Congress Unenthusiastic ... 


Truman Wants Postal Rate Hike; 
Donaldson Will Ask $225,000,000 


By STANLEY COHEN 

WASHINGTON, Jan. 22—An 
enthusiastic Congress faced new 
presidential demands today for 
unprecedented increases in postal 
rates 

Predicting that postal deficits 
will reach an alltime $669,000,000 
high during the fiscal year be- 
ginning July 1, President Truman 
told Congress that rates should be 
raised by $500,000,000 during the 
next two years 


un- 


He said Postmaster General 
Jesse Donaldson would submit a 
plan soon for $225,000,000 of new 
revenue this year. Further legis- 
lation is to be proposed to raise 
$275,000,000 in the succeeding year. 

The call for $500,000,000 of new 
postal revenue looked enormous to 
a Congress which had difficulty 
last fall getting together a $117,- 
000,000 increase in rates on post- 
cards, publications, direct mail ad- 
vertising and special services. 


However, President Truman re- 
minded Congress that $252,000,000 
of wage increases approved at the 
same time more than offset the 
rate bill and the $105,000,000 par- 
cel post and catalog increase ap- 
proved by the Interstate Commerce 
Commission. 


® As the President sees it, $169,- 
000,000 of deficit could remain to 
cover the cost of the services which 
the Post Office Department per- 
forms for the government. 

He told Congress the “loss” on 
second class mail (publications) 
is expected to amount to $250,000,- 
000 in the coming year; from third 
class-direct mail matter, $150,000,- 
000; parcel post and foreign mail, 
$125,000,000 and $75,000,000, re- 
spectively. 


“They spend the most 


where the most 


qr we 


1S spent” 


Over 82% of tHe New yorkeEr’s U.S. circulation is concentrated in the areas in which all 


U.S. television stations are located. Repeated checking of charge accounts shows 


NEW YORKER subscribers to be among the best customers of the best stores in these 


television areas. Readers of THE NEW YORKER are 


the first to buy the things that make life more 


interesting. 


all luxuries. 


They spend the most where the most is spent. 


They are the perfect prospects for 


They are not afraid of price tags. 


THE 


NEW YORKER 


No. 25 WEST 43x20 STREET 
NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 
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Winding up its fifth straight 
year of postal hearings last fall, 
Congress voted to have its House 
and Senate post office committee 
set up a special joint committee to 
look into long-range postal oper- 
ating and rate problems. 


@ Members who have waged a 
losing battle with the postal defi- 
cit throughout the postwar period 
are inclined to insist that the sur- 
vey committee complete its work 
before further rate adjustments are 
considered, 

Only a _ portion of the rate 
changes legislated last year are in 
effect at this time, the first of three 
annual 10% increases in the rates 
on publications will not be effec- 
tive until April 1, and the half- 
cent increase in the rate for direct 
mail advertising matter will not 
become effective until July 1. 

Meanwhile, on the basis of the 
budget message, Postmaster Gen- 
eral Donaldson is expected to in- 
sist on further increases in the 
rates on publications and direct 
mail matter. He is also expected 
to call for another upward adjust- 
ment in parcel post rates. 


® During the last session, he re- 
commended a 100% increase in the 
rates on publications over a three- 


year period. The 30% increase 
over three years which finally 
emerged was considered inade- 


quate by the administration. Mr. 
Donaldson also asked for a 2¢ rate 
on bulk third class instead of the 
l'e¢ rate finally adopted. His 2¢ 
rate would have applied to all 
third class, and did not contem- 
plate a continued 1¢ rate for so- 
called “non-profit” organizations, 
as Congress finally decreed. 

At the present time, the 6.2 bil- 
lion publications passing through 
the mail each year bring a total 
of $48,000,000 to the department. 
Postmaster General Donaldson 
claims that the cost of handling 
them exceeds the revenue by 
$250,000,000. 


s Several years ago, Mr. Donald- 
son insisted that the entire second 
class “deficit” be wiped out. Sub- 
sequently he has conceded that 
second class could not stand the 
amount of increase necessary to 
cover his deficit estimate. 

Moreover, in the course of hear- 
ings, publishing groups challenged 
the basis of his estimates, pointing 
out that cost accounting has never 
been accepted as a sound basis for 
rate making. 

Mr. Donaldson estimates that the 
10 billion pieces of direct mail ad- 
vertising carried each year bring 
$150,000,000, or an average of 1's 
cents per piece. Since he estimates 
the present third class deficit at 
$150,000,000, he would have to 
charge 3¢ for third class in order 
to get “out of the red.” 


® Once he points the way to an 
immediate $225,000,000 rate in- 
crease, Mr. Donaldson still has to 
find $275,000,000 in the succeeding 
year to get the deficit down to the 
limit suggested by the President. 

Many observers believe his only 
possibility is a 4¢ rate for letter 
mail. 

While President Truman insists 
letter mail is still “self-support- 
ing,”’ members of the Senate post 
office committee pointed out last 
year that it was the only means of 
raising a substantial amount of 
new revenue for the department. A 
4¢ first class rate approved by the 
Senate last fall died in conference. 

At the present time, the 23.1 
billion pieces of letter mail are 
producing about half the $1.7 bil- 
lion of revenue the department re- 
ceives. An increase to 4¢ would 
bring in approximately the entire 
$275,000,000 Mr. Donaldson needs. 

Effective next year, it would 
spare everyone the embarrass- 
ment of meeting the problem in an 
election year. 
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Youngsters are cautious and competent critics . . . 7 is 
weighing, comparing . . . and, finally selecting their \ atl onal SaaAe 
—_ preferences. As they scan the 400-odd comics books ° ve 
on their newsstands, most of them choose titles of The National Comics ( () ill | (’ { 
Group. We like to believe that it’s because they recognize quality . . . 


quality of conception, writing, artwork, printing . . . all those things that ( I'd lip 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 


2 J P TEE F Represented by 

; Comics Group is doing a thoughtful and effective job . . . is presenting Richard - Feldon & Co., Inc. 

in a new garb those. age-old charmers, Humor and Adventure. Our = net Em ce 
ae advertisers benefit, too! CHICAGO LOS ANGELES ; 


SAN FRANCISCO PORTLAND 
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Four A’s Clarifies 
Status of Smaller 
Agency ‘Applicants’ 


New York, Jan. 24—Use of the 
word “join” in the AA story last 
week detailing efforts of the Amer- 
ican Assn. of Advertising Agencies 
to aid smaller agencies which are 


not members has given a mislead- 
ing interpretation to the program, 
Frederic R. Gamble, Four A's pres- 
ident, says 

Under the program, such agen- 
cies do not in any sense “join” the 
Four A’s, Mr. Gamble says. They 
file applications for membership. 

“In this applicant status, with- 
out payment of dues or fees, they 
receive certain helps as described,” 


a 
Be, 


* 


Automotive Journal 


Mr. Gamble says. The helps con- 
sist principally of material de- 
signed as guides toward sound 
practices in finance, client service, 
agency-client relationships, etc. 

“Only when they fully meet 
Four A's qualifications for mem- 
bership are they elected as mem- 
bers under our usual procedure,” 
Mr. Gamble says. There is no limit 
to the time that an agency which 
is not able to qualify fully for 
membership may operate under the 
“applicant” status, according to 
Mr. Gamble. Naturally, while they 
are applicants and pay no dues 
they do not participate in mem- 
bership activities. 


‘Life’ Appoints Loken 

Robert Loken, formerly assist- 
ant to the president of the Na- 
tional Committee for a Free 
Europe, has been appointed as- 
sistant to the publisher of Life. 
Mr. Loken, a consultant on per- 
sonnel and management prob- 
lems since 1948, has served Ten- 
nessee Dairy Corp., Purity Bakery 
Corp. and the Funk Seed Co. 
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Group Urges Companies to Use Political Ads 


New York, Jan. 23—Urging 
business to shoulder its “political 
responsibility just as it is urged 
to shoulder its social responsibil- 
ity,” a five-man group headed by 
R. Leigh Smith Jr., a member of 
the public relations department of 
J. Walter Thompson Co., is send- 
ing letters and literature to major 
corporations in the excess profits 
tax category asking them to fight 


increasingly steep revenues 
through a mass-scale advertising 
campaign. 


The group, calling itself the Ad- 
vertisers for Freedom Committee, 
wants corporations to help ad- 
vance political views favoring the 
preservation of the capitalistic 
system and opposing the trend to- 
ward “governmentism.” It points 
out that these corporations can do 
political advertising as part of 
their normal selling activities and 
at the same time draw equal sales 
and good will response as they do 
with traditional advertising meth- 


It tells hew you talk 


Each of us uses different tones to say the same words. ...To measure how we 


make speech, scientists at Bell Telephone Laboratories copied the human vocal system in 


a machine: Electric waves vibrate like vocal cords. Electric elements work like the 


vocal tract. Adjustments can be made to match a man’s or a woman’s voice. ... With this 


electrical system, tefephone scientists calculate the properties of people’s voices— 


and can find better and cheaper ways to transmit speech... . / Advertising to scientists 


and to the general public tells the story of continuing telephone research. We have 
been associated with the American Telephone and Telegraph Company since 1908. 


n.w. ayer & son, inc. 


PHILADELPHIA NEW YORK CHICAGO DETROIT 


SAN FRANCISCO HOLLYWOOD BOSTON WONOLULU 


| 


| 


| prise,” 
| “Political Advertising and the Ex- 


| dividual 


| 
| 
} 


ods. 

In addition to Mr. Smith, mem- 
bers include H. Glenn Chaffer, 
in the sales promotion department 
of General Electric Co., Bridge- 
port, Conn.; Everett Easter, an as- 
sistant account executive with 
Erwin, Wasey & Co.; William Ro- 
maine, a lawyer in the legal de- 
partment of Colonial Airlines, and 
J. Brian Quinn, a self-employed 
tax and corporate finance special- 
ist. 


@ Set up to provide business men 
with information on what they can 
do, legally and profitably, toward 
promoting a more business-minded 
government, the committee already 
has sent out about 500 letters in the 
past ten days and plans to mail 
125 more to corporation heads. 
Similar letters are being mailed 
to large advertising agencies urg- 
ing them to establish political ad- 
vertising departments to serve ad- 
vertisers who wish to advance 
their political views. 

Details of the committee’s pro- 
gram are outlined in a resume 
titled “See Here, Private Enter- 
and in a_ booklet called 


cess Profits Tax,” both written by 
Mr. Smith. 


|@ “Until now, advertising and pub- 


lic relations dollars have been 
spent only to sell merchandise or 
to promote good will toward in- 
companies,” Mr. Smith 
declared. “Very little has been 
spent to keep America sold on cap- 
italism. Millions have been spent 


|for product promotion, but rela- 
| tively little to support the econ- 


omic system which makes the 
product possible.” 

Touching upon high corporate 
and income taxes and maze-like 
regulations, he said, “We have out- 
right socialism in some fields, and 
labor has sold the working man 
a bill of goods for economic self- 
betterment, more security, bigger 
handouts. A major segment of one 
political party has exploited the 
labor movement and brought about 
a condition of pseudo-socialism. 

“We believe that a concerted in- 
formational advertising campaign 
by American business would help 
to halt the trend.” 


8 The committee recommends that 
national advertisers allocate some 
of their excess profits dollars for 
an information program to sell free 
enterprise. Each advertiser would 
tell the story of his own industry, 
relating it to the over-all pattern. 
No political parties would be men- 
tioned, Mr. Smith says, and such 
advertising is legal. 

Smaller businesses on _ local 
levels could hire public relations 
organizations collectively and work 
with local political groups. 

Headquarters of the group are 
at Mr. Smith’s home, 89 Mawal 
Dr., Cedar Grove, N. J. 


Split NBC Network 
Now Used by ‘Life’ 


New York, Jan. 24—Life’s spon- 
sorship of the Robert Montgomery 
newscast over NBC (AA, Jan. 7) 
is on a split network alternating 
basis—with the magazine carrying 
half of the 191 radio affiliates for 
six weeks, then switching to the 


other half for the next seven 
weeks. 
The nightly five-minute news 


commentary by Mr. Montgomery 
started last night. Young & Rubi- 
cam is the agency. 

George Wever, promotion direc- 
tor for Life, said the staggered 
system is being used for the net- 
work station lineup to enable 
“local newsstand representatives 
and American News Co. branch 
offices to concentrate their pro- 
motion and merchandising efforts 
at specific times.” 
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SHORT COPY . . . for quick action 


oak ee Py 
: . | 


a Yours for good eating... 
DIAMOND 
WALNUTS 


Outdoor Ad ‘ 
peeee eee | 


pee eevee eeeeseeeeeeee eee eee ee 


“Speed 1s essential in moving walnuts to market, even though they are 
only semi-perishable. Our annual poster campaign tells our story when 


and where sales potentials are greatest.” 


Idrestisine Manager 


CALIFORNIA WALNUT GROWERS ASSOCIATION 


One of a series of advestisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
WALKER & COMPANY © UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS 
ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTERADV.CO. + E.A. ECKERT ADVERTISING CO. 
of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C.E. STEVENS CO. 
CONSOLVO ADVERTISING CORP. + LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 
AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 


serving one-fifth 


consumers... 
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3 //\ Lc A Ring Binder that STANDS, SITS or LIES FLAT 
° }\ Tr. At a flip of the fingers, it becomes a hard-hitting sales tool. @ 
4 I Dispiaymaster props up at a angle when prospect is stand e 
> unital om, t when pect is sitting. This better vision means a 
bd Trin better presentat sets up and takes down in a flash; no . 
4 bd . fussing with gadgets Also 100s of Other Items! >. 
° doe han SEND FOR FREE FOLDER ° 
+ > Ie 1702 WEST MADISON ST. @ 
> _L = Sales Fools, Tuc. CHICAGO 12, ILLINOIS § 
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CBS-TV Shifts Three 


Benjamin Margolis, 
contract manager of 
service department of CBS tele- 
vision division, New York, has 
been named business manager for 
CBS-TV spot sales. George A 
Kolpin, who has been with the 
company since 1936, succeeds Mr. 


formerly 
the sales 


Margolis as contract manager. 
William H. Hylan, an assistant 
sales manager of CBS-TV since 


last July, has been named eastern 
sales manager for the network, in 
New York 


Radiant Glass Names Brown 

Radiant Glass Heating Corp., 
Los Angeles, has appointed Byron 
H. Brown & Staff, Los Angeles, to 
direct its advertising. Media will 
include agricultural and _ trade 
publications, as well as consumer 
magazines. 


BOX SCORE 


4 


Form Kaufman & Schreier 

Ben Kaufman and George 
Schreier have set up a new pub- 
licity and promotion company, 
Kaufman & Schreier, at 400 Madi- 
son Ave., New York. Now a con- 
sultant to Mutual Broadcasting 
System, Mr. Kaufman formerly 
was with that network and with 
several motion picture companies. 
Previously with American Broad- 
casting Co., Mr. Schreier has han- 
died press relations for a number 
of artists. 


Aman Forms Own Agency 

Joseph F. Aman, formerly ad- 
vertising manager for Berger de- 
partment store, Utica, N. Y., has 
organized his own agency, Aman 
Advertising, at 119 Genesee St., 
Utica. The agency will handle all 
advertising for Winn’s furniture 
store at that addréss. 


MORNING — 22 firsts out of 22 
rated periods. 


AFTERNOON — 22 firsts and 2 


seconds out of 24 rated periods. 


EVENING — 46 firsts (1 tie), 16 
seconds (2 ties) out of 70 rated 
periods. 


Every KRNT personality show and news 


period out-Hloopers every competing show 


in Des Moines! These ratings are proof 


conclusive that KRNT never was better 


— never a better buy! By every standard 


of comparison, KRNT is one of the great 


stations in the nation. We're big and 


growing bigger in a big market... FAST. 


Buy THaT 

Yery highly 
Hooperated 

Sales results 
premeditated 

CBS affilated 


: Station in 
Des Moves’ 


bs 


THAT 


ANY Time Is GOOD TIME 
KRING; DES MOINES! 


KRNT... FIRST 


in morning audience! 


KRNT’s audience (41.9% 
107.4% greater than the No. 2 station, 
and is larger than the combined total of 
the No. 3, 4, 5 and 6 rated stations .. . 
is 21.4% greater than No. 2 and 3 sta- 
tions combined. 


KRNT... FIRST 


in afternoon audience! 


KRNT’s audience (46.9% 
greater than the No. 2 
larger than the combined total of No. 2, 
3, 4 and 5 rated stations. 


KRNT... FIRST 


in evening audience! 


KRNT’s audience (37.0%) is 50.4% 
greater than the No. 2 station... i 
131.3% greater than the No. 3 station. 


KRNT ... FIRST 


in total rated time periods! 
KRNT’s audience (40.5%) is 79.2% 
greater than the No. 2 station, and is 
greater by 14.7% than the total of No. 2, 
3 and 5 stations combined. 


share) is 


is 108.4%, 


station, and is 


1s 


STATION WITH THE 
FABULOUS PERSONALITIES AND 


ASTRONOMICAL 


HOOPERS 


Represented by THE KATZ AGENCY . . . SOURCE: C. E. HOOPER DES MOINES AUDIENCE INDEX, OCTOBER, 1951 
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FCC Approves Sale 
of WOR to Don Lee 


WASHINGTON, Jan. 22—The Fed- 
eral Communications Commission 
has approved the sale of WOR, 
WOR-FM and WOR-TV, New 
York, to Don Lee Broadcasting 
System. As a result of the action, 
Don Lee now has seven AM, four 
FM and three TV stations. 

Previously, the stations were li- 
censed to General Teleradio Inc., 
a wholly owned subsidiary of R. H. 
Macy & Co. 

The transfer involved the merg- 
er of General Teleradio and Don 
Lee, with Macy’s receiving 732 
unissued shares of stock with a 
net book value of approximately 
$238,000, and $1,300,060 in cash, 
plus approximately $527,000 for 
General Teleradio’s quick assets. 


@ Macy’s will also lease to the 
new owners ccrtain§ operating 
property for a period of 25 years 
at an annual rental of $315,000. 
The new owners will also purchase 
WOR Programs Service Inc. from 
Macy's for a cash consideration of 


$1,200,000. 

At the same time, FCC approved 
the sale of WICC, Bridgeport, 
Conn., by Thomas S. Lee Enter- 
prises, owner of Don Lee, to 
Bridgeport Broadcasting Co. for 
$200,000. 

DON LEE SHIFTS 
SALES EXECUTIVES 
HoL_itywoop, Jan. 22—-A major 


realignment of Don Lee Broadcast- 
ing System executive personnel 
has been announced by Willet H. 
Brown, president of Don Lee and 
KHJ-TV 

Art Mortensen has been named 
national advertising manager of 
Don Lee, replacing Henry Gersten- 
korn, who resigned to join Ray- 
mond R. Morgan Co. John Bradley, 
whe has been sales manager of 
KHJ-TV, has been appointed na- 
tional advertising manager for Don 
Lee television. John Reynolds, 
KNXT account executive, who was 
formerly associated with Don Lee, 
returns as sales manager for KHJ- 


TV. Jack Jennings of KHJ radio 
sales moves to KHJ-TV in the 
same capacity. Joe Parsons and 


Marion Harris have been named 
KHJ account executives. 

Mr. Mortensen, with Don Lee 
since September, previously was 
with KFI-TV as an account execu- 
tive, going there from CBS Radio 
Sales 


Canada Dry Tries Repeat of 
‘Most Successful Promotion’ 
Dry Ginger Ale Inc., 
plans a repeat next 
month of its Mary Hartline car- 
toon promotion, which last year 
boosted February sales ‘cr many 
retailers to higher levels thar ‘n 
any previous four-week pc: iou, 
The new promotion is centered 
on a life-size cutout of the “Super 


Canada 


New York, 


Circus” TV star calling attention 
to a ginger ale display, built in 
multiples of six or 12 cases of 
Handipaks. Advertising backing 


includes commer- 
and four- 


for the display 
cials on “Super Circus” 
color insertions in Ebony. Hol- 
land’s, Life. Look, Parade, The 
Saturday Evening Post, This Week 
Magazine, and newspapers. J. M 
Mathes Inc., New York, is the 


agency. 


Shingle Assn. Elects Miller 
The Stained Shingle and Shake 
Assn., Seattle, trade promotion or- 


ganization which advertises na- 
tionally through Botsford, Con- 
stantine & Gardner, Seattle, has 


elected Robert N. Miller, Preserv- 
ative Paint Co., Seattle, president. 


Rattaelli Elected a V. P. 

Gino Raffaelli, art director 
Pacific Outdoor Advertising, Los 
Angeles, has been elected a vp. 
by the board of directors. He has 
been with the company since 1933, 
when he assumed his present pos- 
ition of art director. 


for 
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Verified Audit Has |\F&S&R Appoints Cardozo 
Peter S. Cardozo, formerly story 


Eight Members: Plans editor of “Studio One” (CBS-TV), 
‘s ie! a has joined Fuller & Smith & Ross, 
First Audit in April 


New York, as supervisor of com- 
| mercial copy in the agency’s radio- 
Los ANGELES, Jan. 23—Three ad- |TV department. 
ditional business publications have 
signed with Verified Audit Cir-|Jordan Elected Stetson V. P. 
culation Co. (AA, Dec. 31, 51), 


are Diesel Progress, Lab World|S0n Co., Philadelphia, has been 
and Western Plumbing & Heating lected v.p. in charge of adver- 
Journal, and a fourth, Auto News, | “S!"8- 


Irwin B. Jordan, general mana-)| 
bringing the total to eight. They|ger of millinery for John B. Stet-| 


Schoenbach to Rogers Co. 


Meno’ Schoenbach, formerly 
southwestern information chief for 
the U. S. Departmént of Agricul- 
ture, has been appointed execu- 
tive v.p. of Herbert Rogers Co., 
Dallas agency. 


| Weinstock Named Ad Head 

Nathan Weinstock, formerly 
with John A. Smith & Staff, Bos- 
ton, has been appointed advertis- 
ing manager of Chilton Greetings 
| Co., Boston. 


is committed but has not yet ee 


The Sun Shines Bright On PADUCAH--- 


ae @ $500 Million Atomic Plant Is Going Up. 
Vo @ Greatest bank activity gain in U.S. 
tS) GY\- @ No.1 High Spot City (Sales Management). 


"> The Paducah Fun Democrat 


25,000-Plus Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 


signed 

Other business publications that 
have signed are Chefs’ & Stewards’ 
Manual, Drive-Inn Restaurant & 
Highway Cafe Magazine, Hotel In- 
dex, Western Grower & Shipper 
and Western Motor Transport. 


® According to John B. Knight, 
head of VAC, current plans call 
for the first audit to be made in 
April, for Chefs’ & Stewards’ Man- 
ual. He revealed that VAC’s an- 
nual subscription fees are based 
on circulation, and run from $175 
for papers under 5,000 to $275 plus 
$5 per additional 1,000 for papers 
over 20,000 circulation. Additional 
fees will be required for papers 
issued more often than monthly, 
and for annual issues. 

He says VAC differs from exist- 
ing audits in three ways: 

1. The verified audit report will 
include both paid and controlled 
circulation, 

2. Each magazine’s claimed cir- 
culation will be actually verified by 
field representatives who will per- 
sonally interview a representative 
cross-section of the people to 
whom the magazine was mailed. 
This check, it is claimed, will come 
close to an actual verification oi 
readership. 


@ 3. The field verification process 
reportedly will reduce the pub- 
lisher’s overhead now required in 
other audits. 

Mr. Knight explained that field 
verification will make unnecessary 
much of the personnel and files 
and other expense involved in 
maintaining such information as 
source of lists used, checks to prove 
the lists used are up to date, and 
correspondence with recipients to 
prove they get the magazine, etc. 
This data will not be required, he 
pointed out, because the field audit 
will verify who is getting the pub- 
lication. 


Minneapolis Co. Boosts 2 

Frank N. Langham, manager of 
the Kansas City division office, 
has been promoted to general sales 
manager of Minneapolis-Moline 
Co., manufacturer of farm ma- 
chinery. He succeeds George L. 
Gillette, who has retired. Harry R. 
Colvin, Minneapolis district sales 
manager, has been promoted to 
assistant general manager, suc- 
ceeding W. B. Taylor, who has 
retired. 


Lady Esther Names Schultz 


Dr. Joseph Schultz, general 
manager of Lady Esther Ltd., Chi- 


cago, has been elected president | 
and treasurer. Dr. Schultz has been | 
with Lady Esther for 10 years, | 


prior to which he was research 


director of New York Quinine & 


Chemical Works Inc. 


New ‘Compact’ Out in March 
Parents’ Institute, New York, 
vyhich combined Compact and 21 
ast November, following suspen- 
ion of the latter, will issue the 
ombination under the Compact 


title beginning in March. Adver-, 
tising rates are based on $395 per | 


&w page. 


Hearst Promotes Deems 
Richard E, Deems, advertising 
director of Harper's Bazaar for 13 
years, has been promoted to gen- 
eral advertising manager of Hearst 
Magazines, New York. He was 
with the sales staff of Esquire for 
ix vears before joining Hearst in 
:939. No successor on Harper’s 
Razaar has been appointed as yet. 


“Look, Tom—Im getting rich . 
on lower fuel bills!” 


This winter, families across the nation 
will be rewarded with greater comfort 
and economy from their heating expendi- 
tures than ever before. 

To a great degree this is because the 
advantages of new heating and insulating 
methods have been graphically presented 
in the pages of brochures, magazines, cat- 
alogues, and other promotion material. 

Here is another example of how print- 
ing helps make modern living easier, 
more enjoyable—and builds sales for 
manufacturers and dealers. 

Whether your next sales promotion is 
planned for letterpress, offset, or roto- 
gravure, you'll find that an Oxford coated 
or uncoated paper will assure you of a 
better-looking, more economical and 
effective job. 


199 


9 


XFORD PAPERS 
Help Build Sales 


OXFORD PAPER COMPANY OXFORD MIAMI PAPER COMPANY 
230 Park Avenue, New York 17, ‘N.Y. 35 East Wacker Drive, Chicago 1, Il. 


Mills at Rumford, Maine, end West Carrollton, Ohio 
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We're Good at Casting Stones 


No honest critic of advertising, no matter how biased, can over- 
look one unusuai (and we believe valuable) phenomenon of adver- 
tising—its willingness to examine itself critically. 

Im fact, certain advertising practitioners believe that advertising 
mé@n show a rather lamentable eagerness to voice criticisms of ad- 
veftising, and thereby do a disservice by giving the public the im- 
pression that advertising is, on the whole, in poorer taste than is 
actwally the case. 

We do not believe that advertising people will serve any useful 
purpose by glossing over the things that need correcting, nor by 
trying to defend the clearly indefensible. 

t we do believe it is altogether too easy to toss rocks at the other 
fellow without bothering to make sure that the rock-tosser is him- 
self without sin. 

It has always seemed to us, for example, that the hullabaloo 
about cigaret advertising is greater than it should be, and that the 
afgument that cigaret advertising, because of its unbelievability, 
makes other advertising unbelievable, is a little on the naive side. 

We do not condone misleading or deceptive advertising for cigarets 
or anything else. But we have long believed that the public quite 
con8ciously makes a distinction between what it is willing to let 
a cigaret manufacturer say in advertising, and what, for example, 
it ig willing to let a used car dealer say in advertising. The public 
is instinctively smart enough to realize that the difference between 
beifg misled into the purchase of a package of cigarets and an auto- 
mebile is a significant and important thing. 

As a consequence, while cigaret advertising may be the butt of 
jokes and the occasion for sarcastic comments, it is rather easily 
demonstrable that no one is seriously irritated by it in the same man- 
ner that lasting irritation and annoyance may be created by an ap- 
pliance that doesn't measure up to its advertising, or a colorfast 
dress that looks like Jacab’s coat when it comes back from the cleaner 

The point, of course, is not to exempt cigaret advertising from 
criticism, but to do something far more important: to stop making 
the assumption that if only the cigaret people, or the patent medicine 
people, or whoever, would mend their advertising ways, everything 
would immediately improve. 

Accuracy, believability and good taste become more important 
as the intrinsic importance of the thing advertised increases, and 
it behooves every advertiser to make certain that he is not violating 
any of these precepts in his own advertising before he casts stones 
at other, more popular targets. 


The Right to Sell AND Advertise 


Any product which can be sold legally must have the right to be 
advertised legally. The two are so closely related that it is simple 
hypocrisy to permit a product's sale and not permit its advertising 

For reasons of public welfare, the sale—and consequently the ad- 
vertising—of a considerable number of products is more or less 
severely circumscribed. For the same reasons of public welfare, what 
can be said about many products, on their labels and in advertising, 
is also severely circumscribed. 

But it ‘is ridiculous to profess that certain products can be sold, 
with complete legality, but that this or that—or all—avenues of ad- 
vertising must be closed to that product. 

General rules of good taste must of course be observed. And 
individual media which do not wish to publish the advertising of 
certain products must be upheld in their decisions. But basic pro- 
hibitions against advertising—of alcoholic beverages, for example— 
must, we think, be rigidly resisted. 


} 
| 
| 
| 
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| Apologies to Mr. Scripps 


—Nation's Business 


What They're Saying 


j 
| natives can’t help being reminded 
| once more that in most big cities 
| the visiting firemen have all the 
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Rough Proofs 


Admiring Chicagoans are mar- 


|veling at the intensive and con- 
'scientious clinical research 
|night clubs and strip-tease joints 
| A. J. Liebling put into his erudite 
|New Yorker essays on the Windy 
City. 


into 


e 
In reading Liebling on Chicago, 


excitement and most of the fun. 
e 

John C. Dowd, the agency man 
who handles Northeast Airlines, 
got out of a plane crash so well 
he will be able to resist the bland- 
ishments of the Southern Pacific 
when it says, “Next time take 
the train.” 


} * 


Even though it has been said that 
liquor ads don’t increase consump- 
tion but merely switch brands, the 
Drys are still determined to legis- 
late John Barleycorn out of the 
media of communications. 

* 

“It is most unfair,” asserts Ros- 
coe Rau, the furniture dealer’s 
friend, “for any agency man to 
flap his wings and point the finger 
of criticism at a whole retail 
trade.” 

Block that metaphor! 

a) 

John Orr Young refers to the 

type of agency “which does not 


| 9. The hardest labor of all labor 

In reading a recent biography | Performed by man is that of think- 
of E. W. Scripps, who founded ing. Train your mind to hard 
what is now the Scripps-Howard thinking and you are on your way 
newspaper chain, I was intrigued to accomplish whatever you desire. 
by some of what he called his —H. K. McCann, chairman of Mc- 
outlandish rules. So, with apologies scar anion aie oe teen 
to Mr. Scripps, I have taken some York 
of his rules and added others from 
other sources as suggestions for Jmitation Isn't Progress 
our management team: | Recently I quoted an editorial 

1. Never do anything yourself | from Apvertistnc AcE to the ef- 
that you can get someone else todo. fect that bad advertising fre- 
The more things that someone else quently resulted from attempts to 
does for you, the more time and_ sell consumers products so similar 
energy you have to do those things | | to others that the advertising man 
which no one else can do for you. | really had nothing to talk about. 

2. Never hate anybody. Hatred | L. Hyland Erickson, president of 
is a useless expenditure of men-| | Borg-Erickson Cerp., has another 
tal and nervous energy. Revenge! slant on this same subject. He 
costs much of energy and gains | declares that too frequently manu- 
nothing. | facturers, instead of attempting to 

3. Do good to your friend to| make a better product, endeavor 
keep him, and to your enemy to|to make their merchandise as 
make him your friend. | similar in appearance as possible 

4. It is far more important to! to that which has already attained 
learn what not to do than what | Success. 
to do. You can learn this lesson}; Instead of striving for originality 
in two ways—the first of which | of design and perfection in utility, 
is by your own mistakes; the sec- | insists Erickson, manufacturers too 
ond is by observing the mistakes | frequently copy appearance until 
of others. Any man who learns all| it is difficult for the public and 
the things he ought not to do can- | sometimes even the retailer to dis- 
not help doing the things he ought | tinguish between the two products. 
to do. This process of imitation does 

5. A man can do anything he| ot represent progress. 
wants to do in this world, at least —Robert P. Vanderpoel, financial 


have the organizational structure 
which safely provides the leisure” 
the principals have earned. 

Duane Jones suggests “safely” 
be underscored. 

o 

The public, says Raymond Hur- 
ley without a trace of regret in his 
voice, just doesn’t scare any more. 

Not even when a Fuller Brush 
salesman rings the front door bell. 

« 

“Bad advertising,” says J. W. 
Burgard, “is advertising that fails 
to sell.” 

It’s the kind that gets cancelled 
when the directors look at the sales 
curve. 

+ 

Grant Advertising has opened its 
29th office in Parry’s Old Bldg., 
First Line Beach, Madras, India. 

Drop in when you're in the 
neighborhood. 

- 
Congressman R. L. Ramsey 


| wants to kill advertising expense 


as a business allowance if it “refers 
to a political party, candidate for 
office, political theory or political 
issue.” 

Like the political theory, 
f'rinstance, embodied in the Dec- 
laration of Independence. 

e 

Norm LeVally, a pretty good 
agency operator, has published a 
want ad to end all want ads. 


if he wants to do it badly enough,| ‘°°!¢mnist, Chicago Sun-Times. 


if he has the will to succeed. ‘The Personal Touch 
6. There are two cardinal sins} ne 
1 the qnenemie world: Onc is | The most extensive advertising | 


giving something for nothing, and seo ggg dniccensen ra 
the other is getting something for ry powerful ouggucitin poe a 
nothing; and the greater sin of most elaborate direct by mail 
seer “ ouees something fer pieces fades into comparative use- | 
nothing, or trying to do so. | fulness if the concluding and final 

7. It is far easier to make a| words of the individual sale are 
profit on a very small capital in- | not expressed with knowledge and 
vested in any business than it is 


authority by a salesman who has 
to make the same proportion of gained the confidence of the cus- 


profit on a large capital. Large op- tomer 
erations breed extravagance and eg ee 
bureaucracy. of The Wool Bureau and chair- 


man of the Men's Wear Inter-Indus- 
try Council, speaking at the Wash- 
ington-Maryland Men's Apparel Club. 


8. One of the most sublime 
things in the world is plain truth. 


The copy, in its entirety: “Job 


| Wanted.” 


os 

Walter A. Lowen says the way 
to hold your job is “to be in love 
with your work, able to forget time 
and enjoy every moment.” 

He doesn’t expect his advice to 
be reprinted in labor union papers. 
= 

“Congoleum to wait for color 
television,” reports the world’s 
greatest advertising journal. 

In the meantime, CBS can put 
another good prospect in the tickler 
file. 

Copy Cus. 
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MULTI-MILLION DOLLAR CITY- 
BUILT PIER ONE OF THE 
MOST MODERN IN AMERICA! 


Now leased by the United States Lines, 
this 1011-foot long pier is complete 
with modern rail and truck entrances. 
It helps speed the flow of goods to and 
from the great Philadelphia port... 
the 2nd port in America... fastest- 
growing port in the country! 
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CIRCULATION MORE THAN 
DOUBLED IN THE PAST 15 YEARS! 


THE INQUIRER has been growing at 
the same rapid pace as the city it serves 
so well. Since 1936, daily circulation 
has risen from 289,165 to 648,813. 
Sunday circulation has grown from 
695,421 to 1,114,265. In advertising, 
the increase has been equally swift. 
Today THE INQUIRER leads in 
NATIONAL, RETAIL, DEPART- 
MENT STORE, CLASSIFIED and 
TOTAL advertising! 


|) DASA eE Ra eat 


Now in its 19th 
Consecutive Year of Total 


crassa” he Philadelphia Bnquirer 


Philadelphia Prefers The Inquirer 


Becludve Advertidag tatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 


v Pp 


Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfleld 1-7946 + 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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‘Voice of America’ 
More Independent: 
: Compton Is Head 


WASHINGTON, Jan. 22—In an ef- 
i fort to eliminate red tape, Secre- 
F tary of State Dean Acheson has 
given State Department’s interna-| 
tional information program semi- 
independent status which virtually | 
frees it from the department's reg- | 
ilar bureau 
New independence for the Voice 
of America program was arranged | 
as Dr. Wilson Compton, former | 
president of Washington State Col- | 
“ lege, took over direction, under or-| 
ders to report directly to Secre-| 
tary Acheson. In the past, Voice) 
officials have had to work through 
the department’s “channels.” 
With the arrival of Dr. Compton, 
the entire top command of the 
ihe program has changed. Assistant 
Secretary of State Edward Bar- 
rett, who came here two years 
ago from Newsweek to direct “the 
campaign of truth,” returned to 
Re private life 


; ® In addition, Thurman Bernard, 
oe formerly of Compton Advertising, 
completed his service as general 
manager of the program. Before 
returning to private life, Mr. Ber- 
nard will complete an around-the- 
world inspection and evaluation of 


: ~ 
(+, = “einformation activity. He left San 
RS j BF rancisco last week 
Bie }: According to associates, his fu- 
Se va ture plans are indefinite at this 
‘| time 
of 
Os : . 
Og Admiral Renews Sponsorship 
a of 1952 AM. TV Sport Events 
ee Admiral Corp., Chicago, has re- 
Be hewed sponsorship in 1952 for ra- 
‘ i} io and television coverage of the 
i hicago finals of the Golden 


: loves boxing tournament, to be 
7 eld March 7, and the All-Star 
otball game to be played in Chi- 
Saco on Aug. 15 

The telecasts will be transmitted 
Boast to coast over the DuMont 
Retwork, while Mutual will carry 
the broadcasts. Sponsorship rights 
f both events were bought from 
hicago Tribune Charities Inc 


Riger & Sheehy Adds Two 

Riger & Sheehy, Binghamton, N 
; has been appointed by Frozen 

arm Products Inc., Altoona, Pa., 
@ handle advertising of Roseport 
Grand packaged frozen chicken and 
feady-to-bake chicken pie. Fea- 
ture of the introductory campaign 
is an individual size frozen chicken 
pie with a portion of French fries 
Newspapers, radio and television 
will be used 

McIntosh Engineering Labora- 
tories, Binghamton, N. Y., manu- 
facturer of amplifiers, also has ap- 
pointed the agency. Trade and 
management publications will be 
used 


Charleston Papers to Tobias 


as The Charleston Evening Post 
and the News & Courier, Charles- 
‘ ton, S. C., daily newspapers, 


have placed their trade publica- 
tion advertising account with Tob- 
ias & Co., Charleston agency 


Liberty Appoints Colman 

Ben Colman, formerly of Es- 
quire and William H. Weintraub & 
Co., New York, has been named 
eastern network sales manager in 
New York of Liberty Broadcasting 
System. 


— 


ot 


_ 
PAINSTAKING CRAFTSMANSHIP 


FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


O79 N. WELLS ST. CHICAGO 10, ILL. 
WHiteholl 4.3450-1-2 
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Transitads Appoints Two Champion to Picard Agency Barnes Promotes Two Execs McClure Joins McCann 


National Transitads has added Champion Laboratories  Inc., Barnes Advertising, Milwaukee, John F. W. McClure, formerly 
H. C. Genssler, formerly with the Meriden, Conn., manufacturer of has elected Kenneth J. Goelzer merchandising manager of the 
outdoor department of McCann-' oil filters and elements, has ap- v.p. and John Barnes III treasurer. Pepsodent division of Lever Bros. 
Erickson, and J. McEwan, who will pointed Picard Advertising, New Both men have been account ex- Co., has joined McCann-Erickson, 
serve as chief of the art depart- York, to direct its advertising. E. ecutives with the agency since New York, as a senior account 


ment, to its New York staff. Mr. J. Lush Inc., New Haven, pre-/| 1946. executive. 

Genssler will be a national sales viously had the account. 

representative. | Tiffany Promoted to V. P. A 
aS gency Appoints Struble 
Cory Promotes Harry Roehm Earl H, Tiffany Jr., an account) Anderson-McConnell, Holly- 


Rogers & Cowan Moves | Cory Corp., Chicago, has pro- executive for two years wih H. B. wood, has appointed Robert B. 
_ The New York office of Rogers & moted Harry Roehm, manager of Humphrey, Alley & Richards, Bos- Struble, formerly radio and tele- 
Cowan, public relations, has a new its western division, to domestic ton, has been promoted to v.p. of | vision director for Marketers Inc., 
address—624 Madison Ave. products sales manager. the agency. Los Angeles, an account executive. 


Ai Se Tam iat ae a 7 = mal a an. Ste ens 2 Aor ae ee CUTE ce ee on ll -_ ae fe 
ra ee AP. ett : : ; ; * ei ac ee al is et es. ee ae Wes ; ae eee 
pee 5 - cae 
fom, be a 
ple ; 
’ Cte. 
3 Ms 
AN 
i“ es fe 
ge 
ee . 
= — Tee eee =i 
ae 
ae 
ed 
’ b ype eho pa: a q Rey” ei See}. ee 5 ae : 
Pt ee eh meee - ele poe argh ee Merce oe ao Meee 
oe” ee ere ee em a aa ees Mane. : Pe # “lee eo ae 
a s is 3 ; i : ae ie. oi E oe 
1 cee : ‘ Ree Sa. oy oe ae 
; > een me 2 ame) i eee , inniene i 
i aes = al i: A eee ages ; a oe a eee 
, cae ec > Se: ae. co oe 
; | ae I Sie 
ieee eee ots. 3 ee + ahem sate i Ailes 
ara E ene Ce ae Baer c.f, es a: Ves) 
as.) ; eet 3 Fees Be ee ae ies, 25, ie ey 
: ; Sere eeits Pere sate 8 Bee a ce Bee ds Be 
€ if rare ee ’ ne Fg? Bele | aa aes erg | ee Pac c 
; ie a a en > ‘ Acer a er . ae a o> ties 
: Ard ease ; Ross ee : «ae aN ie ae > OMS 
fC gall oe OER Need n ae vy ie aan eerie Be Sal ee 
P eter: ei ve en ed 3 = Be ee ‘ ; ae ey 
7 i ey 4; Se a Pet oat 
j cS ; a E : oe aa 
aie | Pan Ce 
sion é ee an. 
; eS eae eens aod Me a 
: aoa “igen dads Pet ai i &: Be 
; iy lee ia eee Se, ~ ; eet ay 
be 1 CR a ites ee tice ea : : Soe; ae oe 
ok cae * Sy oS ee ae Be i) eee 
A a ene Sa a : hae +, tee ee ae 
eee 4S ee he Oe, ask gee a a yr as Speers A ee ‘ i ite. 
pi aa, a a a 2 ee Tee ware | pee Se 
oe Sy eee Niaees As See a 53 Gaon Mi Sag ee oe < aie 
ss ee Peel tone a m9 y te Von Giga eo. he <i Mee tc ey eatery ot, A eee 
Se ka eae fos abt ear a cuee | 9, Re ee ac ee Oe eae ” eaae 
ee he a 7 ee ; 2 sites ee ES es ie ie oe ae 
Bene Z Baker Ana gs tie von 
Ee een ee e 2 re Je). ee eae 
4 ee es hs 5 . . 7 a ica « Sia r rs aa al Se ae 
' SG ieee ie ¥ ae, ol —g Fu i ee he 
: ae ae ee Mee. . . ‘ : i a ae ae Se sak: 
/ ‘inc re SSC ata . et ty es oe on pege” 2S 
oe . . _ ee : 9 j i ay nee : 
ere oe ae s* Bele: poe mb ee hed ‘ * 
et hee * As eles ected ql i” SSN, ga e 
igen Bia 3 2 , a : oe er < 
; ; et te eos AS oy ae § : <) Baraat 
_ : ies =e =z a 4 : g Pe i. faa s 
x; vee a > ——— : . ee e toes ee aes 
a sca, >. “a : ; 8 he 
3 : i ‘ > aa A 4 d , > & ed pte 
“i LS eye a pot 2 a Bae 
. ra G eee eo a a - J =a oe ee we 
i. ho SSE Ne ae = _ > ey ee 
i eee iss 5 ss , a y ' Sah gee 
~ aa ‘ ™ a“ oe oF Bee 
“= ee * 3 By : { 4 ca ioe Bes be, 
ae : EN 5 oe " , a é iz: r ie i e Fla ee: 
‘oF cs % . " = Bie : . ees ae : ie 
oe i a of : > oe poe pee 
, : : * by. al - a Bat 
* age = be ‘> ee : - a , Se f ad 
4a $ ond ; Fa - f = os ' “ q aa g is oe a 
" te. . oh ” . m Ces * ss a eat ; Ae 
ae ‘ ge a o> 53 ; : a 2 F oe 
a y : F ¢ ; ; # ot Be o aS 
¥ > . ntiagie * o 7 a & a ae 
ae é “gf J . pe g ee ; 7 é ‘ “A ° <s 
i ; ‘ ba - 7a j iy ; 7 s me ee 
eae Pi es, | ; i ‘ . ez tes 
nee, BA. ae 4 ‘ , ae 
ae ‘ “ e ‘5 V » = J ie "al , re 
F & d ‘ : “= 2 9 a Bi 
te : % 4 a s ¢ 5 — ae cy ae 
tS, a Ee ia 4, 7 : #0 4 ee 4 P es 
* % Si ‘a : 5 ¥ : s * ¥ 1 satin sail, : , ral “, 
Py : G = e <) . a : : 1; 
y ; ; aN _*= “y a ; > Am 
Po oA EN 7 5 7 4 . 2 Ber v ty 
; EC ae * ‘ a ? 4 a es 
: 5 : . Pe : i “ 4 ; 
7 > < | ay hapten if 
‘ : % b # =" RS 
3 ch a ec he : tf 
’ 7 5 % * » oe cee 
Ss) a : al % : - : ih 
Po | : . : 2 is ’ 
E a = al S ae 
5 C x Pe ae Ps * 3 P ‘i ee Be: 
halt e 8 —- = a se $e . 2 * pos Ay . oe 
= : 3 é , 4 Re . Ss) oo SAGES “ae ‘ ay 
ee a . : ~N “4 P cae es et 
4 x ~ P ‘ 7 , ae vide Sa 
ad me rane a . WF, ao ; ” sei : ie 7 
+33 | : m ot =  - > a oe ’ fe 
am ie . ee 5 sie Ro ie 3 & a ' 
ae = = , x ek : rs? meta) Ps ee ate — ee 
ne ee : ~~“ ie ‘, " i ee ae 3 Oe: 
ea a — vs s : 2 : Fea es. ae af he meee 
7 ti » — g 7 P aaa eee ie bi E i 
ro Pay ia , _ = » ee ae ae ews e < aS 
ef a 9 P 5 : ieee og SS aa ; 3 ‘ex 
7 ; -~ as iP a met pes ds ee 
ee ; ’ ». Yat : . po es. er Age 
wires h ey . - ° eae. {ees ee . ae B25 ee eee a ty 
oi m : , it, ag o 5 = ete 25 iene pete geen fx | <2 ee : peat: 
2 ae ee Rom eg, ule > Gale Poe 
i F 3 % % Ef. eS Poets Ly! Gare or d : fe 
te : 2, ; — - eo Pay oe a = 
ee * e et Fae 3 Mn = ee ae 3 rete 
mat : , a Py ie ee : 
“> . PHETO-E RAVERS . 4 > ™ ; | 4 ; ; 
teas , » re A a 
bay ™ = igs 
a . ies 
Re | : 1s 
* | ee 
RS = 
St = 
(a ee 
° 2B Po a 
eae, a 
a . = | % 4 
ie eet 
ey re 4 
tei. Z ————— eee 
A ps : Ns rosy is. 
cant Mie 4 sls Z oir os: s i a, Pie ees ee ee es, pee pre a ae Sate oo Ri. eae Sit am 
Wee lye hl Spee. rt = 4 - Sy aeie Laa enenm tro eS mene AE ae | wea te bee | ok ha ? BP ac aes eas 


Advertising Age, January 28, 1952 


Astoria Grants TV Franchise _ Grey Elects Vitriol a V.P. 
A franchise to operate a coaxial} Herbert A. Vitriol has been 


by the city council of Astoria, Ore.,|and media at Grey Advertising, 

to L. E. Parsons, formerly manager New York. Prior to joining Grey 

of KAST, Astoria, and now part in 1948, Mr. Vitriol was with Na- 

owner of KVAS, Astoria. tional Biscuit Co. and J. Walter 
Thompson Co. 


Williams Promoted to Ad Rep | 

Aubrey Williams Jr., circula- FCC Okays Reinstating FM 
tion manager, has been promoted) KGW, Portland, Ore., has re- 
to southern advertising represent- ceived approval from the Federal 
ative for Southern Farm & Home, Communications Commission on 
Montgomery, Ala. its application to reinstate FM. 


television network has been given | elected v.p. in charge of research | 


ee # 


Newman, Lynde Adds Two _ Pfaff Sets $650,000 for Sewing Machine Ads 


Newman, Lynde & Associates, 
Miami, has been appointed to di- 
rect advertising for American 
Title & Insurance Co., Miami, and 
Weathermaster Jalousie & Window 
Mfg. Co., Opa-locka, Fla. 


New York, Jan. 23—A national 
and local co-op drive based on a 
1952 budget of more than $650,000 
for the Pfaff Dial-A-Stitch sewing | 
machine will mark the 90th an- 


zine and Today’s Woman; a two- 
thirds-page ad in Vogue Pattern 
Book; half pages in McCall's and 
McCall’s Pattern Book; quarter- 
page in McCall’s Needle Work, and 


niversary of Pfaff Sewing Machine | 200-line ads in Rural Electric 
‘Kane Advertising Moves Corp., which first entered the U.S.| Publications and Successful Farm- 
market three years ago. | ing. 


Kane Advertising, Bloomington, 
Ill., has moved to new quarters, 
,occupying the entire three floors 
jof the building at Center and Mon- 
roe St. 


A spread in Life this spring will 
keynote the magazine campaign. @ Trade advertising includes full 
Also scheduled are four-color cov-| and half-page ads in Electrical 
ers in Household, Parents’ Maga-| Merchandising and 670- and 252- 


| line insertions in Retailing Daily. 
Available to dealers will be 
newspaper mats, radio and TV 
| Spots, suggestions for radio and 
| TV shows, film for theater adver- 
tising, a number of direct mail 
| pieces and displays, streamers, ete. 
All dealer material is included 
}in an “Operation 90” (“99 years 
|in the making and worth every 
; minute of it”) merchandising and 


../t helps make Profits steady 
for Michigan Farmers! 


You can bank on it that Michigan farmers know what it is .. . for they bank 
a beautiful 5 million dollars a year from it! 

But red clover (it’s a magnified blossom) and all legumes account for only 
a small part of Michigan's big farm income. For in Michigan the rule of 
farming is diversity— producing lots of crops so there are many kinds going 
to market all year. 


Crop diversity gives these farm families a steadiness of income that's hard 
to duplicate among the top third farm states. It’s the reason they rank high 
in ownership of everything for the farm and home. 

The effective way to sell this big market is through the ove publication 
that covers its interestss—MICHIGAN FARMER. It’s read twice every 
month in 4 out of 5 Michigan farm homes. For full information, write T1013 
Rockwell Avenue, Cleveland 14, Ohio. 


= wy 
East Lansing y 


The steady farming in Michigan has its counterpart in two other rich 
states: Ohio and Pennsylvania—served by THE OHIO FARMER and 
PENNSYLVANIA FARMER, 


The Ohie Farmer, Cleveland Pennsylvania Farmer, Harrisburg 


| 


promotional kit, produced for 
Pfaff by Bozell & Jacobs, Chicago, 
agency handling the account. 


Atlantic City Plans Ad Lure 
for ‘Off-Season’ Tourists 

Atlantic City has spent close to 
$25,000 for advertising during De. 
cember and January as part of its 
cooperative advertising campaign 
to entice the “off-season” visitor to 
its resorts. Further expenditures 
in the campaign will run into an 
additional $75,000 before the end 
of April. 

Newspaper insertions in middle 
Atlantic states and spot announc@- 
ments on radio and TV, including 
one-minute films of resort attrag- 
tions running three times a week 
over New York and Washington 
television stations, are bei 
placed through Dorland Adverti 
ing, Atlantic City. Funds are co} 
tributed by resorts, hotels a 
other businesses. 


ENO 


NBC Appoints Tom Gallery 


Tom S. Gallery, formerly 

/rector of sports, news and spec 
events of the DuMont Televisi 
| Network, has moved to Natio 
| Broadcasting Co., New York, 
| sports director for radio and ; 
During his job tenure with 
|Mont, Mr. Gallery obtained 
| number of top events — the No 
| Dame football games, professio 
| football games, the Charles-W 
| cott bout, etc. — for that netwo 


Fe 


fe 


|Gronfein Joins Doyle Dane 

John C. Gronfein, formerly wi 
Joseph Katz Co., has joined Do 
Dane Bernbach Inc., New Yo 
jas an account executive. 


eee 


IRL eee IS ha Se eh SP. 


WILLIAM H. ALBERS, 
how does your 

‘| garden grow? 

| Grow so many wonderful 
‘| things to eat, that is—those 
| featured at Albers’ Super 
|| Markets? Of course we re- 
alize that even the greenest 
thumb — single-handed — 
couldn’t turn out so many 
things to eat—that in the 
final analysis you prefer to 
see two other things grow: 
sales and the Albers’ or- 
ganization. 

We're pleased that you use 
Times-Star advertising to 
promote those aims: in the 
first eleven months of ’51 
the Times-Star carried 
223,096 lines of Albers’ ad- 
vertising. That’s part of the 
total that makes the Times- 
Star Cincinnati’s leading 
General and Retail Grocery 
advertising medium. 
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. Frank Gets Moul Processing _ Fritche Joins Otto 

ay Louis K. Frank Co., Boston, has Stewart L. Fritche, formerly 
5 been appointed agency for Moul European manager of George W. 
and Moul Poultry Luft Co., New York, producer of 
H. Newspapers Tangee cosmetics, has joined Rob- 
ert Otto & Co., New York, inter- 
national advertising agency, as as- 
sistant to the president. 


Melville Elects Tremblay V. P. 


Melville Shoe Corp., New York, 
has elected Lafayette A. Tremblay, 
general manager of the White 
Front chain of Thom McAnn shoe 
stores, a v.p. He has been in the 
genera] manager's post since 1949 
and with the company since 1926 


Processing Co 
Farms, Exeter, N. 
and radio will be used for New 
England Blue Ribbon chicken 


4 CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLIGHED 1830 
Direct Mail - Catalogs - Publications 


one er more colors 


714 S, Adams St., 


Marion, Indiana 


Scalamandre Switches 


Scalamandre Silks Inc., New 
York, has changed its agency, ap- 
pointing Owen & Chappell, New 
York, to succeed Givaudan Ad- 
vertising, New York. Magazines 
ee publications will be 
used. 


Marketing Service Bows 


William B. Ricketts, Charles W. 
Wurst and Barton A. Westerlund 
have organized Ricketts, Wester- 
lund & Wurst, specializing in mar- 
keting and advertising research, 
in the Miracle Bldg., Coral Gablés 
34, Fla. 


campoign, the largest in 50 years. Space is arranged to avoid too much editorial 


ENGLANDER COPY—This two-color spread in Life is part of Englander Co.'s spring 
content, relying on picture-headline appeal. 
| 


|Englander Starts Largest Campaign 


Cuicaco, Jan. 22—Starting in 
February, Englander Co. will break 
the largest ad campaign in its 50- 
year history, according to Ira M. 
Pink, president of the bedding 
manufacturing company. 

Mr. Pink said the campaign is 
based on the feeling that this year 
will be a big one for furniture in 
general and bedding sales in par- 


Living for Young Homemakers, 
Modern Bride, The Saturday Eve- 
ning Post and Parade. Life will 
carry a two-color spread, and one- 
sixth page, two-color ads are 
scheduled in Look. 

Englander’s merchandising pro- 
gram includes display pieces, x- 
ray pictures, easel sales aids for 
retail floor salesmen, plus window 
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USE THE Davenport Newspapers 


Unquestioned Lineage Leaders in the Quad-Cities 


DAVENPORT NEWSPAPERS — 21,937,594 


NEWSPAPER A— 10,201,492 


Mn 
Fhe Only ~ 
LZuad-City 


The Sunday DEMOCRAT & TIMES 


; . MEADOUARTERS: DAVENPORT, 1OWA 
qued-cities of “Devenport, Saud Rock Island, Moline ond fest 


Represented Nationally by \ANN & KELLEY, INC. 


provide home-delivered circulation oa the: Oueacities 


ticular, plus the “phenomenal” streamers, direct mail and ex- 
growth of the Airfoam mattress planatory booklets. 
which Englander uses in part of A change in copy approach “will 
its line and an increase in produc- virtually eliminate the usual de- 
tion facilities of the 15 Englander tailed, hard-to-read copy blocks 
factories. and, instead, will tell the Eng- 
For the first quarter of 1952, lander story in simple, hard-hitting 
two-color pages are scheduled in headlines and sub-headlines.” 
Better Homes & Gardens, Bride’s Leo Burnett Co., Chicago, is 
Magazine, Ladies’ Home Journal, Englander’s agency. 


| no issue of fact as to whether the 
defendant actually sold men’s 
clothing known as Botany 500 suits. 
The use of the trademark Botany 


Court Decision in 
500 by the defendant actually iden- 
Botany 500 Case tified the origin of the suits in the ' 


New York, Jan. 22—When a same manner as they had been 
court upholds the right to sell a identified by the complainant.” 
nationally advertised brand at cut 
rate prices, Barney’s Clothes be- Tropical Paint to Randall t 
lieves in letting the people know Tropical Paint & Oil Co., Cleve- I 
about it. land, which has been placing its ! 

Which is just what Barney’s has own advertising, has appointed 
been doing here in its radio com- Fred M. Randal] Co., Detroit, to 
mercials over WINS, WMCA and _ be its agency. Plans for 1952 in- | 


Barney's Copy Cites 


WNEW. Emil Mogul Co. is the Clude a schedule of imsertions to } 
agency. run in trade publications and The 
“Folks, they tried to stop Bar- Saturday Evening Post. 


ney’s from offering price-fixed 

$69.75 genuine Botany 500 suits Hawley Promoted by Gardner 

for only $49.75, but they didn’t ane Se Bcd ppt 

succeed. Yes, Barney's has two ional ‘sales manager of Prince- 

court decisions to back up its Gardner Co., St. Louis, manufac- } 

right to sell genuine Botany 500 turer of leather accessories, has 

suits,” the announcement states. been appointed sales manager of 
“That's right, Barney’s offers the company. 

| and will continue to offer genuine 

| Botany 500 suits for only $49.75 Motor Wheel Promotes Two 

| —$20 less than its fixed price. Motor Wheel Corp., Lansing, has 

| These are the very same genuine promoted Louis C. Vandertill to 
Botany suits that are selling from sales promotion manager and 

| coast to coast this very minute for Bruce York to advertising mana- 

| the fair trade price of $69.75. These &¢r. Mr. Vandertill joined the com~- 


stony: nn oe = 
[are the very same genuine Botany Paty in 1947 as assistant adverts 
suits you’ve s é “reg 2 
— ee scteny ~ shea — ger in ‘49. Mr. York became as- 
- Yes, whether you choose a Bot- sistant ad manager that year. 


j}any 500 suit or any other na- v 
|; tionally famous brand, you too Fawcett Changes Agencies 

will discover that sit day is Fawcett Publications has 
bargain day at Barney’s...Get a cwitched from Sterling Advertis- 
vrice-fixed $69.75 Botany 500 suit ing Agency to Hewitt, Ogilvy, Ben- 

for only $49.75 and save a solid son & Mather, New York. Sterling, 


$20." however, will continue as fashion 

consultant for Today’s Woman. 
# In November the New York Fawcett also publishes True, Me- 
state supreme court upheld a chanix Illustrated, True Confes- 


lower court's decision dismissing a *°"* #24 Motion Picture. 


suit brought against Barney’s by : 
H. Daroff & Sons, maker of Botany Babcock to Ryder & Ingram 
500 clothes, in an effort to force Keith Babcock, formerly mana- 
the retailer to comply with the Se oe nae ge of 
manufacturer's fair trade price. chief _ eer +. Soon b+ 

At that time the court stated: . 


land, Cal. 
““ wnership of a trademark only 


carries with it the right to pro- Gross Joins Cutter Labs 
hibit the use of the mark in so far Ai Gross Jc. Semie on 4c: 
as it is necessary to protect the count executive for Wank & Wank 
owner's good will against the sale San Francisco, has joined the ad- 
of another’s merchandise as his... vertising department of Cutter 
“In the case before me there is Laboratories, Berkeley, Cal. 
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43,328,741 
LINES 


The Kansas City Star Published 
43,328,741 Lines of Advertising in 
1951 ...a New High for The Star... 
a Gain of 2,033,860 Lines Over 1950 


Here are some of the factors contributing 
to this most remarkable year in Star history: 


@ 850,000 population in metropolitan area of Kansas City 
—a gain of 35,000 since 1950 census. Kansas City 
is headed for the ONE MILLION mark. 


Seven new industrial plants in 1951. 


Six new wholesale firms. 


Twenty-six new enterprises in other categories. 


Forty-five industrial firms, forty-seven wholesale companies. 
thirty-two retail establishments and fifty-nine 

business firms in other classifications 

expanded their plants in 1951. 


381,000 wage earners now employed. 17,000 industrial 
workers added in 1951. 


THE KANSAS CITY STAR | 


KANSAS CITY CHICAGO NEW YORK 
1729 Grand A 202 S. State St. 15 E. 40th St. 


HArrison 1200 WEbster 9-0532 Murray Hill 3-6161 
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Niagara Filter Names Two 
Alfred L. Trumpler has been 
appointed advertising manager and 
assistant sales manager of Nia- 
gara Filter Corp., Buffalo. Arthur 
W. Johnston has been named to 
the new position of sales manager. 


Lancaster Lens to Knight 

Lancaster Lens Co., Lancaster, 
O., has appointed Knight Adver- 
tising, Columbus, O., to handle its 
advertising program. Trade pub- 
lications are te be used for the 
present 


Champ Hats Names Ayer 
Champ Hats Inc., Philadelphia, 


has appointed N. W. Ayer & Son,) 


Philadeiphia, to direct its adver- 
tising Hirshon-Garfield, New 
York, previously had the account. 


0116874) 


Federal Gets Sanapak 

With its appointment as agency 
for Sanapak, Federal Advertising, 
New York, now services the entire 
Doeskin Products Inc. account. 
Sanapak was formerly with Harry 
B. Cohen Advertising, New York. 
Doeskin tissues has been with Fed- 
eral since 1948 


|Gallop Opens PR Ottice 


Luis A. Gallop, formerly pub- 
licity director for WKRC, Cincin- 
nati, has opened a public relations 
office at 561 Reading Rd., Cin- 
cinnati 


Olsson to Strang & Prosser 

Paul Olsson, formerly free lance 
artist in Seattle, has been ap- 
pointed art director of Strang & 
Prosser, Seattle agency. 


Whenever any one of 1,580 


» Elks lodges OK’s a man for membership 


Sr 


... you can safely OK him 


as a preferred prospect. 


There are 1,011,687 


such men who read 


andown... 
THE 


New York + Chicago * Detroit + Los Angeles ; 
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' 
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work and complete facilities 


delvery OM time 


Eliminate your production deadline worries with 
Globe's on time engraving service. Solve your 


other engraving problems with Globe's expert 


... all under one 


roof, Fifty-nine years of experience assure qual- 
ity and satisfaction on black and white, four 


color process, and electrotypes. For prompt, 


dependable service call HArrison 7-5305. ; 
a 


T11 SOUTH DEARBORN STREET.... CHICAGO 5 


GLOBE ENGRAVING AND ELECTROTYPE CO. 


The ‘Journal's’ Big News 
Income Account of WTMJ-TV 
For Year Ending December 31, 1951 


% of 

Revenues Revenues 
Network time sales $ 565,000 25% 
Spot time sales 1,480,000 67 
Mise. program revenues 185,000 8 

Total revenues $2,230,000 100% 
Expenses 
Salaries* $ 570,000 25°% 
Depreciation on equip- 

ment over five years 80,000 4 
License & copyright 

fees 70,000 3 
National advertising 

representation 70,000 3 
Program expenses. 105,000 5 
Supplies, including 

tubes ‘ 55,000 2 
Share of building 

operation costs 90,000 4 
All other expenses 85,000 4 

Total expenses $1,125,000 50% 
Profit before taxes $1,105,000 50°% 
Taxes (incl. E.P.T.) 735,000 33 
Profit after taxes. $ 370,000 ee 
*Includes most talent, announcers, en-| 
gineering staff, maintenance, etc., and | 
portion of Journal executives’ time 


A BANNER YEAR—This chart, accompany- 
ing an article on WTMJ-TV in the Janu- 
ary Fortune, reveals that the Milwaukee 
Journal station had a very successful | 

year in 195). | 


Quick to Help Develop Info 
Programs for Ad Council | 
Spencer R. Quick, formerly as- | 
sistant sales promotion manager | 
of Orange-Crush Co., Chicago, has 
joined the White House staff to| 
assist in the development of in-| 
formation programs which are | 
channeled through facilities of the! 
Advertising Council. | 
He will work under the super-| 
vision of Charles Jackson, who, as 
assistant to Dr. John R. Steelman, 
has served as the government's 
principal contact with the Ad- 
vertising Council during most of 
the period since the end of the 
old Office of War Information, of 
which he was a deputy chief over- 
seas in North Africa and the Mid- 
dle East from 1943-1944. Mr. 
Quick succeeds With Gibson, who 
is returning to private business in 
Washington. Mr. Quick has also 
been assistant sales promotion 
manager of Borden Co., Chicago. 


N.Y. BBB Forms Ad Panel 
| to Advise on TV, Appliances 
The New York Better Business 
Bureau has announced the forma- 
tion of a five-man industry advi- 
sory panel to administer the vol- 
untary advertising and _ selling 
| standards set up 15 months ago for 
TV sets and other home appliances. 
Effective Feb. 1, this panel of three 
TV and appliance advertisers, one 
| non-advertiser and a_ wholesale 
| distributor will be available to 
hold hearings when an advertiser 
disputes a BBB charge of viola- 
| tion of the standards 
| If these procedures are not ob- 
| served by advertisers in New 
| York’s chaotic appliance market, 
the bureau said that it will “take 
such further steps as deemed ap- 
propriate, including publicity and 
referral to law-enforcement au- 
thorities.” 


American Safety Razor 
Quits Video for Radio 
American Safety Razor Corp.,| 
New York, which exited network! 
television in a huff recently with| 
the cancelation of “The Show Goes | 
On” (CBS-TV), has turned to} 
spot radio. The company has 
bought participations in early 
morning shows, sports programs | 
j}and newscasts on nearly 100 sta- 
| tions in 75 key markets for Silver 
| Star Diridium blades. 
A full six months schedule has 
| been contracted for and continued 
| activity is planned for the rest of! 
| the year. When ASR dropped its 
| telecast last month, the company 
| blasted Columbia for “pre-empt- 
| ing the show from its highly rated 
Thursday night spot.” McCann-} 
Erickson, New York, handles this 
account. 


| 
|Crane Co. Promotes Jentz 
Crane Co., Chicago, manufac- 
turer of valves, fittings, pipe 
plumbing and heating, has pro- 
moted J. D. Jentz, with the com- 
any’s sales department since 1944, 
to assistant manager of the ad- 
vertising and sales promotion de- 
partment in Chicago. 


a] 
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Getting Personal 


Jean Callahan, local retail advertising manager of the Oregonian, 
Portland, is the only advertising man to be named to a special ad- 
visory board to work toward expanding and improving the journal- 
ism department of Pacific University at Forest Grove, Ore. 

Cecil & Presbrey’s president, James M. Cecil, has been elected to 
the board of trustees at Bellevue Medical Center ... Temple Emeti, 
Brookline, Mass., honored its first president, Herman A. Katz, with 
a testimonial dinner and the 
dedication to him of a new 
chapel. As v.p. in charge of 
sales for the Jacob Ruppert 
Brewery, Mr. Katz has a full- 
time New York job, which 
forced him to resign the syna- 
gogue presidency after five 
years... 

The series of 16 full-page 
ads run by Sakowitz Bros., 
Houston department store, jast 
year when its new building 
opened, won the Retail Ad- 
vertising Week award for 
Frances Jenkins, advertising 
and publicity director. She 
received the trophy at the 
National Retail Dry Goods 
Assn.’s annual convention in 
New York... 

New York agency head John 
Mather Lupton is still getting 
calls for his talk on “The Tools 
of Advertising,” which he 
gives with the aid of farmer's 
implements and costume. The 
latest is from Fordham Uni- 
versity’s marketing club... . 

Radio dean H. V. Kalten- 
born is now in his 13th year 
for the same network, NBC, 
and the same sponsor, Pure Oil Co. He never has missed a scheduled 
broadcast in all these years... Station WOV’s president, Richard E. 
O'Dea, has been named chairman of the finance board of Paterson, 
N. J., which makes him acting mayor in the mayor’s absence. .. 

P. E. “Jerry” Tobin, who was a football star at the University of 
Indiana in his college days and is now regional manager for the 
White Motor Co. in New York, believes in his company’s advertis- 
ing program—even taking it to the gridiron. With his boy on the 
team, Jerry coached the Bronxville “Whites” to the Westchester 
County 6th and 7th grade championship this past season. . . 

Mortimer Berkowitz, Grey Advertising v.p., was in Palm Beach 
for the matches of the winter golf league of advertising interests, 
and leaves Jan. 29 or 30 for Boca Raton... Newly elected president 
of the Executives’ Assn. of greater New York is Henry L. Davis, head 
of Henry L. Davis Co., ad agency... 


William Jameson & Co., proves his success 

on a duck-hunting expedition, which was 

shared with J. Baxter Gardner, v.p. (ad- 

vertising and sales promotion) of Frank- 

fort Distillers, and Frank Jobson, v.p., 
Liquor Store & Dispenser. 


MAN OF THE MONTH—Gordon Chelf, advertising director of the Philadelphia In- 

quirer, is named “Man of the Month” by the Philadelphia Club of Advertising 

Women at a meeting at the Poor Richard Club. Jerrie Rosenberg, president of the 

club, is pinning the ribbon on him while Kenneth Slifer, v.p. of N. W. Ayer & Son, 
looks on. 


Mike Lown, 24-year old editor and publisher of the News, Olean, 
N. Y.—probably one of the youngest newspaper heads in the bus- 
iness—is engaged to Rhoda Ann Frankel, his college days sweet- 
heart. .. 

When Jonathan Colburn Bradway, 3'-lb. mite, arrived at Wes- 
ley Hospital on Jan. 12, Papa Bruce Bradway, AA Chicago editorial 
staffer, accomplished the floor-pacing ritual under a handicap, 
having broken a leg in a fall on the ice the week before. All three 
Bradways are doing well, though Bruce will navigate on crutches 
for a while... 

Presentation in Dayton, Jan. 19, of the Junior Chamber of Com-_ 
merce citations to ten outstanding young men of the country made 
John H. Johnson’s award a birthday present. The publisher of 
Ebony, Jet and Tan Confessions was 34 on that day, Another of the 
successful ten was Gordon B. McLendon (29), president of Liberty 
Broadcasting System, Dallas...June has been set for the wedding 
of Richard H. Brown, assistant at Allan J. Copeland Advertising, 
Chicago, to Sally Coren... 

C. Allan Schaefer is recovering from his pre-Christmas rush, 
which involved appointment as general manager of Western Paper 
Converting Co., Salem, ‘Ore., moving into a newly-completed home, 
and becoming the father of his first son, Steven Kent. . . 
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morning coffee. 


i OAK N 4 0 
- - _ 


y 
+ 


. .LOWA 


there’s an Iowa 
you. 


‘eon anes 


this morning?” 
section of Iowa 


Chances are ad men actually “gulp” more | 


their own bosses when it comes to coffee time. 


But no matter how many cups of coffee you 
and your family put away in the morning— 


“How many cups of coffee did you serve 


Wallace-Homestead Poll. 


Z Nearly half said “four or more.” 
ss Pe Ay 12 per cent said “none.” 


Farmers are pretty much 


farm family that can beat 


We asked this of a cross- 
farm women through the 


| a 


All ages offer a good market. 
women between 35 and 49 have the biggest 
families at home. And put out the most coffee. 


COFFEE CHAMPS: Iowa Farmers! 
They Can Even Beat Ad Men When It Comes To Gulping Java 


Of course, breakfast isn’t the only coffee 
time. If you get up at five, eat at six, by ten 
you’re hungry. So—your wife or one of the 
kids comes out to the field at ten o’clock with 
a thermos of coffee and some sandwiches. 
Same thing in the afternoon. 


Many brands are offered, but two have been 
advertised in Wallaces’ Farmer for more than 
And only | 20 years. They now split about 70 per cent of 

Iowa’s'10,960,000 pounds of farm coffee sales. 


But the 


Published by Wallaces’ Farmer and lowa Homestead . . . 


. Leading Farm Publication in Iowa . . . . 


Des Moines, Iowa 


IF YOUR WIFE LEAVES HOME | 


WRITE THE SERVICE BUREAU! 


Might Sound Silly — But It’s Been Done 


Maybe, though, as an Iowa farmer you'd need to find out something that 
sounds more simple. Like more information about a farm lease. Or the capital 
gains provision in the income tax. You may want expert advice on handling | 
wet corn. 

Whatever it is you’d need help with—join with the other ten farmers a day | 
that write us—and send your inquiry to the Service Bureau of WF&IH. 

We get all kinds of inquiries from our 300,000 subscriber families. The man 
behind the sub-head that “lost” his wife wrote: 

“IT see by the pa- - 
per where a wom- | 
an named Jane | 
Doe is visiting in | 
Blankville. I think | 
maybe this is my | 
wife. She left home | alry in recent years: Iowa has about one 
three months ago | horse per farm, yet ranks a strong fifth in 

| 


i. 

! THIS FARM | 

PROTECTED 
BY | 


Here’s another way of saying that farm- 
ers have mechanized as rapidly as the cav- 


and I know she has | horse numbers. And most of the remaining 
friends there. Please find out for me.” | nags are the riding, not the pulling kind. 

An about -to-be-caught-in-an-exam ee 
schoolboy asked: “By return mail, tell | 
me the name of the American admiral | 
at Manila. Also, how many senators 
there were when Daniel Webster was 
Secretary of State. And what were 
their names?” 

Farm prices from way-back come up 
for a chewin’ over too. 

The perennial S.O.S. from the hot 
stove conference in the farmers’ ele- 
vator: “To settle an argument, tell us 
what was the lowest price hogs sold 
for in lowa in 1932.” 

Mostly, these letters come from 
farmers who want special help on 
farming problems: how much protein 
to feed with corn; what to do with a 
sick grade A milk producer; how to 
build a fence on the contour; what fer- r , 
tilizer to use on a spring seeding, or the client favors the A version and the 
what spray will get rid of weeds and agency favors the B a 
insects. F P . Readership tests continue to indicate 

Speaking of insects and pests brings | that hardly anybody reads long captions 
up the fact that we deal in thieves too. | set in small italic. Yet you still see cap- 
$41,920.00 of Service Bureau reward | tions set that way in many ads. Why? 
money has been paid out for informa- —_ pia 
tion that led to arrests and conviction of farm property-lifters. It’s just not 
healthy to steal from a farm protected by the sign of the Service Bureau. Why 
does WF&IH do all this? Simply because it all adds up to good customer rela- 
tions. Just as the service you give builds you. 

That’s why a full-time editor and experts in law, veterinary medicine, engi- 
neering, etc., are invested in the Service Bureau. Then we get letters like this 
in return: 

“That letter you wrote me three years ago saved me $500.00. That’s why 
my subscription is paid for ten years in advance.” 

Every helpful Service Bureau letter wins a friend. We’ve been writing 
helpful letters to farmers for over 90 years. Adds up to a lot of farm friends 


Question-of-the-week: Is page 16 a 
better spot for an ad than page 39? It 
all depends—on type of copy, to whom 
addressed, ete. But split-run tests | 
made by WF&IH indicate that “far | 
forward” isn’t necessarily the best | 
spot, | 

me a a 

Even in Des Moines, heart of the hog 
belt, you now and then find a giddy gal or 
two a bit hazy about the hog business. 
Like the steno who thought a gilt was an 
expensive pig. Not likely. “Gilt” is to 
“hog” as “heifer” is to “cattle.” Maybe not 
a virgin, but at least young enough to be 
less experienced than she’ll be when she’s 
a grown-up sow. If that isn’t clear, drop | 
us a line and we’ll draw you a picture. 

* * 


One hazard of WF&IH making a 
split-run test on ad readership: When 


in Iowa. Another reason why WF&IH tops all other farm publications with 
Iowa farmers when it comes to the reading they like best. 
Lost a wife? 


In trouble? Write us—that is, if you’re a subscriber. | 


Typical lowa scene: Mrs. Floyd Meacham pours a mid-morning cup of 


coffee for her husband, who farms near Stuart. 


lowa farm people 


rank among the world’s —" coffee drinkers (see story above). 


23, 000 ACRES OF ROOF NEED 
A LOT OF SHINGLES AND NAILS 


That’s just about what you'd have if you could jam all of lowa’s farm build- 


ings together in one spot. 


Where lowa Farmers Get 
Help On Soil Conservation 


WF&IH 38°. eS SRS Be; 
Farm Pub. A 13% 


Farm Pub. B 3% Ml 


Newspaper A 2% i 


“Which farm magazine, farm paper or | 
newspaper do you depend on most for in- 
formation on contouring, terracing, drain- 
age, etc.?” That was one of the questions 
asked a cross-section of Iowa farm oper- 
ators by the Statistical Laboratory of Iowa 
State College. The chart above pictures 
the answers. 


| farms these days. 


Wouldn’t be much point in it either. But 
is does serve to illustrate the fact that the 
nine buildings per farm that Iowa farms 
average are a lot of buildings. 

But there is one less building on most 
The little one with the 
half moon windows is fast vanishing from 
the Iowa scene. And, 21,000 more are about 
to go. Shiny new bathrooms will take the 
place of these Chic Sale masterpieces. 

Farm buildings—barns as well as houses 
—are getting more and more equipment of 
all kinds every year. 

Iowa farmers are going to make a lot of 
improvements in 1952—and buy a lot more 


equipment. 


If you want to know what they have in 
mind—have your vice president in charge 
of facts and figures drop us a 2 cent penny 
post card and we'll be tickled to send you a 
copy of our “1952 Buying Intentions of 
Iowa Farm Families.” 

We cross-sectioned 1,500 lowa farm fam- 
ilies to get the answers. You get it for 2 
cents. 


“Y 
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PENOBSCOT BUILDING ° DETROIT 26, MICHIGAN 
REPRESENTATIVES 
New York — Edwerd co ne ae oe 
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Advertising Age, January 28, 1952 


A VISIT IN HOLLYWOOD-—G. Lester Willioms (left) and Frank Bibas (right) of Mc 
Cann-Erickson meet with movie star Maureen O'Sullivan, who will appear on several 


commercials on Gruen Watch Co.'s TV show, “Gruen Playhouse.” The show, on 24 
stations last year, will be seen in 48 markets. 


‘Saturday Review of Literature’ Cites 30 
Advertisers for ‘Distinguished’ Campaigns 


New York, Jan. 22—Thirty ad- 
vertisers, and their agencies, have 
been cited for “distinguished 
achievement in the use of institu- 
tional advertising” in the current 
(Jan. 19) issue of Saturday Re- 
view of Literature. 

The citations were made as part 
of an over-all survey in the issue 
of “The Businessman in America,’ 
a special section planned and 


| edited by the Research Institute of 
| America. 


This section also contains arti- 


}cles written by Leo Cherne, ex- 


ecutive director of Research In- 


stitute; by Lewis Galantiere, his-| 


| torian-critic, and by Elmo Roper, 


|@ Despite the fact that 


} 
| 
| 


| space,” 
| has been 


opinion analyst. 


stitutional advertising is a waste 
of money, 
SRL points out that there 
“an increasing number 


of exceptions” to the type of ad 


in which you find business “merely | 


talking to itself, rather than using 
the language and media which 
would help establish effective 
communication with the various 
publics of business.” 

To arrive at some of these “ex- 
ceptions,” Saturday Review talked 
with representatives from agencies, 
opinion research firms, public re- 
lations organizations, trade groups 
in the advertising field, economic 
research organizations, and from 
private non-business groups inter- 
ested in the techniques of com- 
munication. 


@ The magazine points out that 
the list of 30 examples of good 
institutional advertising does not 
pretend to be all-inclusive, but 
does represent a selection of com- 
panies or trade associations that 


| “would deserve to be on any honor 


roll in this field.” 
The 30 companies cited, and 


their agencies (not in any order of | 


priority or preference), are: 
RCA _ Laboratories Inc., (J. Walter 
Thompson Co.). 


General Mills Inc., (Batten, Barton, 
Durstine & Osborn). 
Union Oil Co. of California, (Foote 


Cone & Belding) 
Warner & Swasey Co., (Griswold-Eshle- 


| man Co.). 


Metropolitan Life Insurance Co., 
(Young & Rubicam) 

Oil Industry Information Committee, 
‘Sullivan, Stauffer, Colwell & Bayles) 

Chrysler Corp., (N. W. Ayer & Son) 

United Fruit Co. (BBDO). 

International Harvester Co., 
Erickson) 

Licensed Beverage industries Inc., 
(Fuller & Smith & Ross). 

Ford Motor Co., (Kenyon & Eckhardt). 

B. F. Goodrich Co., (BBDO). 

John Hancock Mutual Life Insurance 
Co., ‘MeCann-Erickson). 

Caterpillar Tractor Co., (Ayer). 

American Mutual Liability Insurance 
Co., ‘MeCann-Erickson) 

American Iron & Steel Institute, ‘Hill 
& Knowlton). 

Container Corp. of America (Ayer) 

Assn. of American Railroads, ‘Benton 
& Bowles) 

New York Stock Exchange ‘BBDO) 

International Telephone & Telegraph 
Corp., (J. M. Mathes Inc.) 

American Meat Institute, (Leo Bur- 
nett Co.). 

American Telephone & Telegraph Co. 
(Ayer). 


(McCann- 


“much in-| 


effort and advertising| 


Westinghouse Electric Co., (McCann- 
Erickson) 
Merck Co., ‘Charles W. Hoyt Co.). 
Sinclair Oil Co., (Kenyon & Eckhardt). 
Aluminum Co. of America (F&S&R) 
U.S. Brewers Foundation (JWT). 
Armour & Co (drug by-products) 
(FC&B) 
Bankers Trust Co. (university support 
| pete ‘Cowan & Dengler) 
Yale & Towne Mfg. Co. ‘Ruthrauff & 
Ryan}. 


| one Advertisers Add, 
One Cuts Back CBS-Radio 


Wander Co., Chicago (Grant 
Advertising), is alternating as 
sponsor of the 10 to 10:15 a.m., 
EST, segment of Arthur Godfrey's 
daily broadcast over CBS, replac- 
ing Reid Murdoch division. Mean- 
while, Ferry-Morse Seed Co., De- 
troit (MacManus, John & Adams), 
has signed to sponsor its annual 
| 14-week “Garden Gate” series ov- 
er the same network. 
| On the debit side, Electric Com- 
| panies Advertising Program (N. 
W. Ayer & Son), which has been 
presenting “Corliss Archer” every 
Sunday night over CBS-Radio, 
has put the show on an alternate 
week schedule. 


Business License Restricts 
Press Freedom, Court Rules 


The superior court of California 
has ruled that the city of Corona 
“abridged the freedom of the 
press” in imposing a $32-a-year 
license on the Corona Independent. 

The California Newspaper Pub- 
lishers Assn. supported Publisher 
Jack Hammond in opposing the 
license. 


Two Leave Fort Industry 
James E. Bailey has resigned 
as v.p. and managing director of 
WAGA and WAGA-TV, Atlanta. 
He had been managing director of 
the Fort Industry station since 
1946. Another Fort Industry sta- 
tion also lost its general manager 
when Robert E. Jones resigned this 
post at WJBK and WJBK-TV, De- 
| troit, after several years’ service. 


| Dictaphone Promotes Four 

| Dictaphone Corp., New York, 
|has promoted A. Donald Brice, 
| advertising manager, to director of 
|} advertising and public relations 


‘'and Frank M. Gale, director of 


sales, to v.p. Also promoted were 
A. E. Diem to v.p. and F. W. Rob- 
erts to director of engineering and 
research. 


TV Sales Company Moves 


Consolidated Television Sales, 
video film distribution company, 
has moved its New York office to 
larger quarters at 25 Vanderbilt 
Ave., Halsey V. Barrett, eastern 
sales manager, has announced. 


BAB Adds 19 Members 


Nineteen radio stations have 
joined the Broadcast Advertising 
Bureau, New York, in the past 
month, bringing the total mem- 
bership to 962. 


Simon & Gwynn Opens Branch 
Simon & Gwynn, Memphis agen- 
cy, will open an office in Nash- 
ville Feb. 1. G. K. Leckie, account 
executive, has been appointed 
manager of the new office. 
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Advertisers invested more money 
fin the Jan. 14th Drug Topics than 
in any previous issue 


Placing over 100 pages of advertis- 


ing in the January 14th issue of Drug 


Act beled ee - ne 

Sy PVE wel ce Sed ie ‘4 

Tah ta idee ea : 
* a a> a 


Topics, drug trade manufacturers cast a 


vote of confidence in Drug Topics... 


DRUG TOPICS CONSISTENTLY WIDENS ITS LEAD é ©| confidence in the way Drug Topics reports 


IN VOLUME OF ADVERTISING CARRIED ss r , 
é all vital trade news every fortnight to 


generate greatest reader interest . .. con- 
fidence in the method Drug Topics has 


been using for nearly two decades in plac- 


e ig ing all ads next to live news... and finally, 
confidence in the proved result-getting 
power that Drug Topics possesses. Such 


confidence must be richly deserved! 


Drug Topics 


330 West 42nd Street, New York 36, N.Y. 


1947 1948 1949 1950 1951 
(28 pages more) (49 pages more) (215 pages more) (238 page’ more) (386 pages more) 


Chart shows Drug Topics’ growing lead percentagewise in number of advertising 
pages carried over the next nearest comparable retail drug trade publication. 


THE NATIONAL NEWSPAPER FOR RETAIL DRUGGISTS 
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Year after year advertisers have invested more and 
more money in NEWSWEEK—with a new peak of 
12% million dollars during the past year. Why such 
popularity?— 
NEWSWEEK’S 850,000-plus circulation de- 
livers more $5,000-and-over-income families, 
per advertising dollar invested, than any 
other weekly, biweekly or monthly magazine. 
94.6% of NEWSWEEK'S circulation is di- 
rected at people of influence and decision in 
business, industry, government and the pro- 
fessional fields. 


NEWSWEEK sells THE TOP OF THE MARKET, more 
vital than ever during these belt-tightening times 
and in the light of increased advertising costs. 
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3 Curcaco, Jan. 22—Members of 
ia the Newspaper Advertising Execu- 
tives Assn. yesterday were urged 
to establish two dates each year 
when changes in advertising rates 
would become effective. 

Frederic R. Gamble, president of 
be the American Assn. of Advertising 
‘° Agencies, sug- 
¢ 
i 


gested that news- 
papers adopt Jan. 
1 and July 1 as 
the dates for any 
changes—and 
give at least 90 
days’ notice to 
advertisers and 
agencies 
Speaking on 
behalf of the 
Frederic Gamble Four A’s commit- 
tee on newspa- 
pers, Mr. Gamble insisted that the 


months’ protection on rates is nec- 
essary for sound annual planning. 


NAEA Meeting 


_ He explained, however, that “cur- 


t conditions require us to lower 
sights. 


® “In this era of rising costs, agen- 
cl@g recognize that publishers have 
ate problems on newsprint, labor 
and everything else that goes into 
making a newspaper. It is not good 
business in such times to guarantee 
any prices too far ahead. At the 
Same time, too short a period up- 
s the planning of advertisers 
a agencies, to your own disad- 

age,” he teld the newspaper 


ad Brecstives 
Gamble also discussed— 
a, the touchy subject of the 
ential between local and na- 
tifa! rates. He urged the ad ex- 
eatitives to bring their retail and 
al rates closer together. 
=. this problem of if and when 
to Mcrease your rates, we hope 
that you will not make increases 
thafare out of proportion for the 


said, “Our studies show that the 
différential between local and na- 
tion@! rates is already too wide in 
many cases to be healthy.” 


® He said that, in 1951, advertising 
expenditures passed the $6.5 bil- 
lion figure. “Very likely,” he con- 
tinued, “a $9 billion total is coming 
soon.” 

In view of the additional money 
being budgeted, he urged newspa- 
pers to take steps now to strength- 
en the advertising structure 

“There will certainly be every 
need for advertising to tuke up its 
historic importance in our econo- 
my,” he declared, “considering our 
vastly expanding plant capacity; 
considering also that defense 
spending may level off and start 
to taper off in 1953, that the sup- 
ply of hard goods will increase 
greatly then, and that many soft 
goods sellers are already having 
trouble finding customers; also 
considering the increase in U. S 
population, family units, personal 
income and savings.” 


@ He also urged the newspaper ex- 
ecutives to exercise more care in 
their individual recognition of ad- 
vertising agencies and to safeguard 
the 2% cash discount. In discuss- 
ing the discount, he referred to 
the new Four A's presentation on 
the 2% discount, titled “The Little 
That Means a Lot,” which was 
presented by Wilson Condict of the 
St. Louis Globe-Democrat, chair- 
man of the NAEA’s committee on 
advertising agency relations. 

Mr. Gamble emphasized that 
the entire agency structure rests 
on a base that consists of (1) the | 
established commission, (2) the! 


Gamble Urges Newspapers to Adopt 
m= Two Dates Annually for Rate Shifts 


cash discount, and (3) credit re- 
cognition by media. 

After several asides regarding 
media-controlled agencies and 
“house” agencies, he urged the 
newspaper admen to inquire into 
agency ownership, and whether 
the agency keeps all of its com- 
mission, and he recommended that 
they evaluate its ability, experi- 
ence and financial soundness. 

“Carelessness in agency recogni- 
tion needs your close attention,” 
he said, with special reference to 
the Southwest and West. He 
touched on the horizontal mat 
shrinkage problem and mentioned 
that, since very few papers have 
adopted the standard market and 
media data form, the committee 
is seriously considering abandon- 
ing its attempts to secure the adop- 


tion of a standard form. Instead, 
he said, the possibility of a stand- 
ard market data book is being 
considered. 

The presentation, incidentally, 
pointed up the fact that more than 
95% of U. S. daily and Sunday 
papers now allow the 2% cash 
discount. Fewer than 70 newspa- 
pers have not yet adopted it, but 
many of them are large news- 
papers carrying an important share 
of national advertising. 


® The color sound slide film also 
accents the fact that the advertis- 
ing agency is, in the legal sense, 
an independent contractor and not 
the advertiser’s “agent.” Thus, it 
emphasizes the idea that agencies 
will be able to perform their maxi- 
mum service if they collect from 
advertisers before paying media. 
Since the 2% discount was in- 
troduced, the film recalls, a total 
of $15 billion of ads has been 
placed by advertisers under the 
plan, with only $5,100,000 in 
agency losses and only $250,000 in 


| 


media losses. 

At the present time, the various 
media have adopted the 2% dis- 
count as follows. 96% of the mag- 
azines; 95% of the daily papers; 
84% of newspaper supplements; 
75% of business publications—up 
10% since 1943; 95% of the weekly 
newspaper members of the Audit 
Bureau of Circulations; 95% of the 
farm publications, and 10% of the 


transportation advertising com-| 


panies. 


s All of the radio networks have 
adopted a schedule in which the 
first two points of the frequency 
discounts depend upon the adver- 
tiser’s taking advantage of the 2% 
discount, and three of the four TV 
networks have a similar policy. 
However, fewer than 10% of the 
natien’s radio stations offer the 2% 
cash discount. 

In other words, the discount stiil 
has not been adopted by 20 maga- 
zines, 70 daily mewspapers, 75 
newspaper supplements, more than 
100 TV stations, 420 business pa- 
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pers, 450 transportation adver- 
tisers and 2,000 radio stations. It 
is to these “holdouts” that the 
film is directed. 


8 Another spokesman for the 
agencies—John P. Cunningham, 
executive v.p. of Cunningham & 
Walsh—told the group that “in 
some rather remarkable ways... 
newspaper advertising has far 
more force than the news and edi- 
torial columns—even in the fields, 
| generally considered to be editori- 
al, of molding public opinion or 
inducing quick public action.” 
He said that “from an editorial 
| point of view, generally only bad 
news is reportable news...The 
front pages of our. newspaper are 
j;apparently edited by the Four 
Horsemen of the Apocalypse. Peace 
and contentment are not news.” 
However, he added, “You will 
find peace and contentment in the 
advertising pages. They tell us 
about the convenience of electric 
refrigerators, the safety of savings 
banks, the family security of life 


Four A’s still believes that 12! 


nati®nal or general advertiser,” he | 


UGAR KAYOS RANDY 


@ To cash customers, fans, curbstone experts, the TV and 
radio audiences, the big figh' is an exciting event. To 

The News sports staff, it is another assignment, to be 
carefully planned and covered, usually under pressure in the 
final stage. And it may be a sustained neckpain to the man 
on the story. 


@ Last summer Sugar Ray Robinson, world’s 
middleweight champion, took the grand tour to Europe. 
In France he vanquished challengers, gave exhibitions, 
donated gate receipts to charity, received almost-Eisenhower 
ovations. Enthusiasts of /e boxe exclaimed 
over his grace, speed, footwork, underwear 
and what he ate for breakfast. 
However in London on July 10, a stolid 
young Englishman named Randy Turpin 
slapped Mr. Robinson around for fifteen 
rounds. A return match over here was 
shortly arranged. 

Thereafter the Robinson-Turpin fight 
became the more or less personal property of 
Gene Ward of The News sports staff, who assiduously 
garnered gossip, rumors, and sometimes news of the 
contenders. He kept in touch with officials of the 
International Boxing Club, sponsor of the event. He covered 
Robinson’s return and City Hall reception on August 2. He 
braved the misty dawn of August 20, to meet the Queen Mary 
with Turpin and entourage of brothers, trainers and British ’ 
journalists. He visited the training camps of both. 


@ The date of the fight was September 12. A week before, 
the following schedule had been worked out: 

Gene Ward—main story, ringside account, round up 

Joe Trimble—Robinson’s dressing room, incidentals 

Dana Mozley—Turpin’s dressing room, incidentals 

Jimmy Powers—column from ringside 

Charley Hoerter—supervising story in the office 

George Schmidt, picture chief, assigned Walter Kelleher, 
Seymour Wally, Fred Morgan for ringside pictures, Tom 
Watson to take celebrities. 

With two telegraphers, three copyboys to collect 
negatives, and three motorcycle couriers, The News working 
press quota was a dozen tickets. 

The day before, electricians installed special ringside 
speedlights for News cameramen. 


@ On F-Day, at 11:00 am, Ward went to the Athletic 
Commission offices to cover the weigh-ins which occurred at 
12:05; and interviewed the fighters and officials. Cameramen 
Clarity and Gallagher took pictures. 

Atl :30, Ward visited International Boxing Club offices 
at the Garden, checked ticket sales, estimated attendance, 
weather, etc. 


Morgan at ringside 


Story on Page 82 


At 2:30, back in The News office, he phoned managers, 
trainers, Garden box office for last details; and at 4:00 began 
to write the story for the First and Second editions. At 7:00, 
he went out for a quick dinner. 

Mozley did a story on several hundred fans who had 
journeyed to Philadelphia to see the fight on TV—and found 
the theatres had been sold out for two days. The AP reported 
from Washington that the British Ambassador was rooting 
for Randy! 


© Shortly after 7:30 Ward was at the Polo Grounds, talked 
with officials. Cameramen, telegraphers and Jimmy Powers 
were on hand before 8:00, when Jimmy Kronthal, telegrapher, 
opened the wire to The News office, connected with Eddie 
Shaw. Ward sent a two paragraph insert for the Second 
edition, covered the preliminary bouts, chatted with officials 
and sportswriters. (The press had 400 representatives, occupied 
seven rows.) Trimble and Mozley circulated around. Watson 
snapped arriving VIPs. 


@ Back in the office, Hoerter wrote emergency headlines, to 
cover every possible ending of the fight. These were set in 
type, ready for the form when the final decision was flashed 
from ringside. 


Ward at ringside as prelims start. Jimmy Powers, 


News sports editor, light jacket, in background 


@ The office had a rush night. The News’ own 17th Annual 
Harvest Moon Ball at the Garden tied up a lot of cameramen 

. Harry Gross, missing big shot gambler, had suddenly 
turned up in Atlantic City. Washington and foreign cable 
stories were heavy. 


@ At 10:00 pm, Ward alerted the office. The open wire in 
Sports was moved to the composing room. Lester Rose 
manned a typewriter next to Shaw, to put down the running 
story. Copy boys stood by to rush takes to the linotypes. 
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insurance, the potential happiness | Joins Long Advertising 


of a vacation cruise. 

“Behind the thin fabric of fear 
and uncertainty that the editor 
weaves in the news columns, is a 
fairly solid wall of reassurance in 
the advertising columns.” 

Mr. Cunningham cited several 
well-known examples of outstand- 
ing newspaper ads to support his 
contention. 


Davies to Turner & Dyson 
Lynn Davies, formerly with the 
production staff of WFIL-TV, 
Philadelphia, has been appointed 
radio and television time buyer of 
Turner & Dyson, New York. 


Meltzer Gets Scott-Stop 

Richard N. Meltzer Advertising, 
San Francisco, has been appointed 
to direct advertising for Scott- 
Stop Motel Inc. Newspapers, radio 
and outdoor will be used. 


D‘Honau to ‘Seventeen’ 

Charles D’Honau, formerly with 
Vogue, has joined the advertising 
sales staff of Seventeen. 


David F. Leary, formerly v.p. 
and Pacific Coast representative 
of the American Institute of Food 
Distribution, has been appointed 
merchandising director of Long 
Advertising Service, San Francis- 
co. 


ABC Appoints Harry Stone 

Harry Stone, formerly general 
manager of KPHO, Phoenix, has 
been appointed a radio network 
sales representative in the San 
Francisco office of American 
Broadcasting Co. 


Mager to Scripps-Howard 

Walter Mager, formerly with the 
Rocky Mountain News, has joined 
the national advertising office of 
Scripps-Howard Newspapers, 
working primarily for the Cleve- 
land Press. 


Vienot Joins C. G. Vienot Inc. 


Perry Vienot has joined his fath-| 


er’s direct mail advertising agen- 
-y, Carl G. Vienot Inc., Boston. He 
recently was discharged from the 
Navy. 


Department Store Sales... 


Index Falls 13% for Week of Jan. 12 


WASHINGTON, Jan. 22—-For the 
second week in 1952, ended Jan. 
12, department store sales as sur- 
veyed by the Federal Reserve 
Board were under the correspond- 
ing week a year ago by 13%. The 
index (1935-39 equals 100) stood 
at 265 for the week, as compared 
with 305 last year. 

All Federal Reserve districts re- 
porting sustained losses for the 
period, for the second week run- 
ning. The New York area suffered 
the largest slip, off 19%; the Min- 
neapolis district was down 16%; 
the San Francisco, Richmond and 
Boston areas were minus 14%, and 
|the Kansas City district reported 
la 13% loss. 

Only two of the reporting cities 
showed gains for the week: Nash- 
ville was up 9% 
istered a 1% gain. 


and E] Paso reg-! 


The largest losses among the 


cities were in New York (off 
22%); Baltimore (also down 
22%); Portland, Ore. (off 21%); 


St. Joseph (minus 20% ), and Bos- 


ton and Minneapolis (both off 
19%). 
% Change from ‘51 
Week Ended 
Federal Reserve Dec. Jan. Jan. 
District and City 29! 5 ” 
UNITED STATES .. 12 —21 —1% 
Bosten District - 23. —s HM 
New Haven 42-244 —8 
Boston 15 —37 —19 
Lowell-Lawrence 15 —22 —3!/ 
Springfield . 43 -xs = 6-3) 
Providence 38 —35 —18) 
New York District 3-25 —19) 
Newark . 20 —27 —I13) 
Buffalo os 16 r—l6 —d 
New York 7—26 —22 
Roc eee we «4 —28 —13 
Syracuse 42 —17 —15 
Philadelphia District 13 —17 —11) 
Philadelphia .. 6r—18 —10) 
Cleveland District . 9 — —I2) 
Akron 7-30 —8 
Cincinnati . 18 —31 —10 
Cleveland 16 -—28 —9 


@ As the fighters entered the ring, Ward gave brief 
descriptions, named officials . . . 
dictate the blow by blow account. As his story came in on the 
wire, it was set in two sizes of type—the larger for the back 
page of the second edition, the smaller for the inside page 


story in later editions. 


and at the bell, started to 


News cameramen shot from three sides of the ring. 


Motorcycle couriers left with negatives every other round. 
At 10:52, in the tenth round, Ward flashed “Robinson 
by tko.” The second edition, replated, was on the street with 


fight results at 11:14. 


wanted 


In composing room, Shaw receives and 
Rose edits telegraphed ringside story 


@ As the Polo Grounds emptied, Ward began his main 
story, superseding earlier accounts. Jimmy Powers assembled 
his notes, dictated his new column. Trimble and Mozley had 


their stories wired in. 


@ Bill Quinn, metorcycle courier, bucked the crowd with 
the last negatives, rode them to the office. Bob Selig, night 
studio manager, rushed through prints of the last batch in 
twelve minutes. Jim Crowley, night picture editor, made his 


selections. The engraving department turned out halftones 
In twenty-seven minutes. 
The third edition, with Ward's ringside account, main 
story, judges’ scores, the new Powers column, Trimble and 
Mozley yarns, and Fred Morgan's knockdown picture on the 
back cover... 


went to press at 12: 32. 


@ Ward's story and Powers’ column went out to syndicate 
customers. The AP wired the knockdown picture to outside 
clients. Reuters radioed several pictures to British papers. 


@ Gene Ward left the Polo Grounds at 12:50 am, finishing 
a fourteen hour day. 


newspaper. 


DEPARTMENT STORE 
SALES INDEX > 


1935-39 EQUALS 100 


Week to Jan. 12, °52*..p265 


Week to Jan. 13, '51*....305 
Week to Jan. 14, °50*....233 
Week to Jan. 15, '49*....244 
Week to Jan. 17, '48*....232 
Week to Jan. 18, °47*....223 


pPreliminary. 
*Not adjusted seasonally 


Columbus . 
Toledo 
Erie 
Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District ... 
Birmingham 
Jacksonville 
Miami 
Atlanta 
Augusta 
New Orleans 
Nashville 
Chicago District 
Chicago 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District ... 
Little Rock 
Louisville 


St. Louis Area —2 
Memphis 6 —18 —I11 
Minneapolis District 5 —16 r—16 
Minneapolis 0 -16 -— 
St. Paul 10 r—17 
Duluth-Superior 23 —18 
Kansas City District rl@ r—17 1 
Denver —19 
Wichita 13 il 
Kansas City 11 13 
St. Joseph 19 10 
Oklahoma City 4 26, —-10 
Tulsa 9 28 
Dallas District Sr—!h —l0 
Dallas 10 1 —13 
El Paso 17 1& 1 
Fort Worth 12 1@ —15 
Houston 14 7 —0 
San Antonio 10 a 0 
San Francisco District 2r—18 —14 
Los Angeles Area 5 12 —14 
Oakland 6 4 
San Diego 17 
San Francisco 15 
Portland 7 
Salt Lake City 12 17) —10 
Seattle 20 —245 —14 
Spokane 4 1% —10 
eA 
rRevised 4 


in part the fact that this year Chri 
fell on Tuesday and the week th 
included one day of heavy pre-Chr 
shopping; in the corresponding we 
year Christmas fell on Monday 
*Data not available 


'The increases shown for this wee feign 


nas 
last 


nes 


Ditto Names Tim Morrow : 


Ditto Inc., Chicago manuffac- 
turer of gelatin and liquid ddpli- 
cating machines, has appoigted 
Tim Morrow Advertising, Chidago, 
to direct its advertising. W. W. 
Garrison & Co., Chicago, previaitsly 
handled the account. Tt 


Da-Lite Promotes Painter i 


Merle E. Painter, head of sales 
promotion activities, has been pro- 
moted to advertising and sales 
promotion manager of Da-Lite 
Screen Co., Chicago. Da-Lite is 
planning a record advertising cam- 
paign this year. 


Fossler to Schnell Agency 


Gerald O. Fossler has joined 
Schnell & Associates, Chicago, as 
an associate. Don Makins has re- 
signed from the agency to become 
district manager for the National 
Federation of Independent Busi- 
ness. 


@ Question: What has fight reporting to do with an 
advertising medium? Answer: It helps. 
The Robinson-Turpin fight was one reason, on one day, 
why The News was bought and read by more people—than 
any other newspaper in this country. There are other reasons, 
every day. Fight, frolic, fire, foreign policy, more people 
prefer to learn about it in The News. 
By-lines make buy lines. Action pictures act on sales. 
Advertising works harder in a well-read, well-liked, really 


@ And never forget that The News is a wanted newspaper. 


Two million people go to a newsstand or store, and buy it 


more about The News, call any office. 


every morning! It sells more merchandise because it sells 
more people. And as an advertising medium, there is nothing 
—in print or otherwise—comparable with it! ... To learn 


THE & NEWS, New York’s Picture Newspaper 


220 East 42nd Si., New York.. 
155 Montgomery St., San Francisco .. . 


. Tribune Tower, Chicago 
1127 Wilshire Blvd., Los Angeles 


_ PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


| 
| $15 BILLION MARKET— 
| AND STILL GROWING! 


| Negro income up, ee wr ~ up, pur- 


_ chasing wer up — re still 
| rising! e Negro market is yf 
i= and getting bigger every day! 15 mil- 


— through 
ace publications, the news- 
pers and magazines they welcome into 
eir homes and hearts Negroes ~~ loyal 
to om 2 own publications — they bu 
things they see advertised there; they'tl | 
buy your | ‘product when they see it ad- 
vertised th Don't let your share 
of this pie “ss billion ae away! Se. 
‘ort big in the Negr 
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_ we will 
* lend you 


Perhaps you are unacquainted with 
a newspaper “ear.” It’s one of those 
little boxes stuck up at the top of the 
front page to announce something. 


Now the top left-hand ear on our front 
page may say: “Get out your overcoat 
and snow shovel, the Fahrenheit’s go- 
ing to drop.” This in place of the con- 
ventional and austere communique of 
the Weather Man: “Snow and colder.” 


BRIGHT 


A lot less chill 


. is on the bill 4 


By putting a lilt and a lift and a life 
into interpreting those barometric 
gyrations over “The Pas” or “Medicine 
Hat” that eventually make Detroit's 
weather, we make weather 
forecasting fascinating. 


A little thing no doubt, But it’s just 
one of those “little things” which in 
their togetherness make The Free Press 
best-read, best-liked and most wanted 
in 450,000 homes. 


it is one of those “little things” that 
snowball into a mountain of sales- 
making for those advertisers smart 
enough to take advantage of origi- 
nality in the production of a good 
newspaper. 


GRAY HOLIDAY 


The turkey's reign 
will end with rain 


Story, Brooks & Finley, Inc. 


pr 


Free Enterprise Depends on Survival 
of the Independent Retailer: Marcus 


(Continued from Page 2) 
the desirability of the end result. 
In my opinion higher corporate 
taxes will encourage monopoly, 
and monopoly represents the 
greatest threat” to the American 
economic system. 


s “As an independent retailer,” he 
pointed out in measured syllables, 
“we are free to make merchandis- 
ing decisions appropriate to our 
local conditions, and—equally im- 
portant—we are free to support 
local civic institutions on the basis 
of our own—not a New York of- 
fice’s—appraisal of the need.” 

Mr. Marcus paid tribute to the 
contribution of newspaper adver- 
tising to the growth of Neiman- 
Marcus, “which was established by 
my father and his sister, Mrs. Nei- 
man, and her husband in 1907.” 

In an aside, he commented that 
the decision to go into business 
might have been a case of bad 
judgment. “They had a business 
in Atlanta at the time and had two 
offers. One was an offer of $25,000 
cash for the Atlanta business and 
the other was an offer of a fran- 
chise—for an unknown product— 
for the entire state of Missouri. 
And so they turned down the 
Coca-Cola franchise, took the $25,- 
000 and opened shop in Dallas.” 


® This all took place, he explained, 
“before the discovery of oil in 
Texas. Ready-to-wear merchan- 
dise was just in its infancy at that 
time, for previously most clothes 
were custom made in Paris or New 
York by the home dressmaker. . . 
“Newspaper advertising an- 
nounced the opening of our store 
and newspaper advertising has al- 


' ways had an important part in its 


growth over the years. This past 
year we used over 3,000,000 lines 
of newspaper advertising, an un- 
usual amount for a specialty store 
of our type.” 

Mr. Marcus told the NAEA 
members that, “to sell fashion suc- 
cessfully, you need three things: 
First, you must have the merchan- 
dise in fashion; second, you must 
have the market, and third, you 
must have a medium of communi- 
cation to that market.” 


s There is no substitute for the 
merchandise, he continued, but it 
must be selected and advertised 
with a news sense and news tim- 
ing. He urged the papers to make 
their deadlines for retail copy as 
late as possible; to eliminate the 
bans on use of magazine names “as 
an unnecessary interference with 
selling copy”; to eliminate the ban 
on the use of r.o.p. color and to 
“review color charges”; to encour- 
age the use of split runs; to use 
discretion in the placement of fash- 
ion ads and to try to upgrade paper 
and reproduction techniques to 
permit greater use of photographs 
in retail newspaper advertising. 

On the other side of the fence, 
he urged newspapers to assert 
their independence immediately— 
to make it clear that the business 
and editorial departments are com- 
pletely divorced. 

“I don’t believe,” he asserted, 
“that the purchase of linage gives 
an advertiser the right or the priv- 
ilege to expect editorial coverage. 
At the same time, however, I don’t 
believe an advertiser should be 
penalized editorially merely be- 
cause he is an advertiser.” 


Total Newspaper Ad 


Linage in 52 Cities 


‘Gained 1.6% in 1951 


New York, Jan. 23—Newspaper 
advertising linage gained 1.6% in 
1951, according to Media Records, 
whose report is based on _ its 
measurement of linage in news- 
papers in 52 cities. 

The report shows that December 
newspaper linage was down 1.8% 
from 1950. Similar decreases have 
been shown by Media Records for 
the medium for several months. 

Of the various linage classifica- 
tions, the only significant gain 
was in classified, up 14% for the 
year. Classified’s gain of 71,381,083 
lines more than accounted for the 
total year’s ad gain amounting to 
38,313,463 lines. 

Total display in 1951 was down 
1.7%. General (national) adver- 
tising was down 5.9% for 1951, 
and automotive linage was off 
8.8%. Financial dropped 6.7% and 
retail, the Jargest single classifica- 
tion, was about even (down 0.1%). 


® The Media Records figures (000 
omitted): 


Year Year 
1951 1950 
Retail (including 

Dep't stores) 1,389,629 1.391.086 
Dep't stores 538.050 529.472 
General , 366,661 389.564 
Automotive 109,996 120,592 
Financial 30.164 28,274 
Total display 1,896,449 1,929,517 
Classified ‘ 582,014 510,633 | 
Total Advertising 2.478.463 2.440.150! 


1950 
Retail 136.915 138,334 
Dep't stores 52.744 53,130 
General 25.044 29.682 
Automotive 6,557 8.395 
Financial 2.526 2,347 
Total display 171,043 178,757 
Classified 42,998 39,099 
Total Advertising 214,041 217,856 


‘Charm’ Figures Incorrect 

Last week ADVERTISING AGE re- 
ported that Charm had a total of 
762.8 pages of advertising in 1951. 
This figure should have read 963.2 
pages, 


Agency Gets Account, Dawson 

Stiglitz Furnace & Foundry Co., 
Louisville, manufacturer of stoves, 
has appointed Advertising Asso- 
ciates, Louisville, to handle its 
advertising. A magazine campaign 
is contemplated. At the same time, 
the agency announced the addition 
to its executive staff of William 
J. Dawson, formerly creative su- 
pervisor of Gruen Watch Co., Cin- 
cinnati. 


Weather Seal Promotes Two 


Weather Seal Inc., Barberton, O., 
manufacturer of storm windows 
and screens and combination doors, 
has promoted Jack W. Cully, ad- 
vertising manager, to sales mana- 
ger of the Etling window division. 
He succeeds Vernon W. Malloy, 
who has resigned. Evan G. Moore, 
assistant advertising manager, suc- 
ceeds Mr. Cully as advertising 
manager. 


La Crosse to Gross Co. 


La Crosse Breweries Inc., La 
Crosse, Wis., brewer of Peerless 
beer, has appointed H. M. Gross 
Co., Chicago, to direct its adver- 
tising. Radio, newspapers and out- 
door in Wisconsin, Minnesota and 
Iowa will be used. The Minne- 
apolis office of Erwin, Wasey & 
Co. previously had the account. 


Hawkins Opens Own Agency 

Willard (Lefty) Hawkins, for- 
merly director of publicity for the 
Arkansas Resources and Develop- 
ment Commission, has opened his 
own advertising and public rela- 
tions agency in the Pyramid Bldg., 
Little Rock. 


Rival Names Reynolds 

Rival Mfg. Co., Toronto and 
Montreal, manufacturer of kitchen 
equipment, has appointed E. W. 
Reynolds Ltd., Toronto, to direct 
its advertising. 


Mangan Named Sales Head 
Frank X. Mangan has been ap- 
pointed national sales manager for 
Wilson Albrecht Co., Minneapolis, 
manufacturer of Waco brand steel 


| scaffolding equipment. 
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Now for the first time in Network Radio... 


Until now no radio network has ever offered advertisers a thorough, real- 
istic service for merchandising their products on a national scale. 

Now NBC takes the lead in offering not only the first national mer- 
chandising service in network radio, but also the finest, most complete 
merchandising facilities to be furnished by any advertising medium. 


HERE’S WHAT YOU CAN EXPECT: 


] NBC’s field experts will train advertisers’ sales and 

distribution personnel in getting dealer support, 
building displays; make demonstration calls with sales- 
men on key accounts; make presentations at sales meet- 
ings; maintain close liaison with key wholesalers and 
retail groups in their areas. 


2? The NBC Merchandising Plan is approved unani- 
mously by the NBC affiliated stations. Accordingly, 
the network field experts are working in cooperation with 
our stations, establishing a chain ef merchandising ser- 
vices which should deliver for our advertisers the great- 
est possible point-of-sale impact. 


3 Network on-the-air merchandising programs will 
be developed which will permit dealer tie-ins for 
maximum local impact. One series, ““Market Basket,” is 


now in preparation for food store advertisers. 


4 Point-of-purchase material especially produced for 
the needs of retailers will be available to NBC adver- 
tisers at cost. This material will be designed to take advan- 
tage of network and local station identification. 


All-important research services will be offered with 
emphasis on attitude surveys, distribution checks, 
test stores, consumer panel. 


6 Bulletins for mailing to retailers will be prepared 
and supplied NBC stations on a monthly basis. 


This is but a partial list of the services planned by NBC’s 
Merchandising Department. Other activities in the display and 
national trade fields will be presented at a later date. 


WHEN CAN YOU EXPECT THESE SERVICES? 


@ The NBC Merchandising Plan has been in formation 
since last July under the direction of Mr. Fred N. Dodge, 
formerly Merchandising Director of “The American 
Weekly.” The nation-wide field offices will be functioning 
by February 15. 

Now is the time to plan your participation. The Mer- 


chandising Department is available now for consultation 
on your particular needs. 

In the year of hard selling to come, there will be no bet- 
ter sales combination than the NBC Radio Network with 
NBC Merchandising. And of all the networks only NBC 
Radio offers a workable, efficient merchandising service. 


NBC RADIO NETWOR 


a service of Radio Corporation of America 


Shia 


NBC OFFERS SNPLETE.| 
NATIONAL MERCHANDISING: 
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super-calendered stock and meas- 
ures 15xl12%”. The number of 
columns has been changed from 
five to four. Advertising rates re- 
main unchanged at $236 a page. 
The subscription rate is $5 by 
surface mail and $10 by air. 


v: ‘London Times’ Printing 
New ‘Weekly Review’ 

A new addition to the London 
Times made its appearance re- 
cently. It is the Times Weekly Re- 
view, which replaces the weekly 
edition. Specially edited for read- 


8 ers overseas, the Review is de- 

OAs signed “to keep them in touch KSDN Joins American ; 
: with life and opinion in Britain KSDN, Aberdeen, S. D., will af- 
. today.” filiate with American Broadcast- 


ing Co.’s radio network, effective 
April 1. 


Scheduled for Wednesday pub- 
lication, the Review is printed on 


$309 HAMILTON AVE 
CLEVELAND 14 OHIO 


VEALSRORE BKEHSOLASON 4-446464 


A Modern Plant Fully Equipped For 
COMPOSITION - ENGRAVING - PRINTING - SHIPPING 
Gets Things Done Fast. . and right! 
BRGADSIDES - TABLOIDS - CIRCULARS 
PRESS PASTED BOOKLETS 
COMICS - MINIATURES - FOLDERS 
LEAFLETS- DIRECT MAIL PIECES 
\CATALOGUES-FLAT SHEETS-INSERTS 


We ore serving mony of Americe's 
leading advertisers. Coll, Write, 
Wire or Teletype (CV 25) tedey! 


Quaker Oats Schedules 
Scholarship Contest 


Quaker Oats Co., Chicago, has 
begun a contest promotion for 
Quaker and Mother's oats, featur- 
ing two main prizes of four-year 
scholarships worth $2,000 each, 
and 1,000 secondary prizes of Voit 
basketballs, for 25-word comple- 
tions of the statement, “A Quaker 
Oats (or Mother’s Oats) breakfast 
helps me star in sports because...” 

Running from Jan. 7 to Feb. 16, 


'the promotion includes plugs on 
| the Quaker-sponsored “Challenge 


of the Yukon” half-hour radio 
show over Mutual, Tuesdays and 
Thursdays, and ads 
Comics Group, Puck—The Comic 
Weekly and independent Sunday 
comics supplements. Sherman & 
Marquette, Chicago, 
the campaign. 


Brantley to Battistone 
C. Owen Brantley, formerly an 


} account executive of Lee-Stock- 


man, New York, has been ap- 


| pointed v.p. in charge of mail or- 


der and horticultural departments 
for Battistone, Bruce & Doniger, 
New York agency. 


in Metro) 


is handling’ 
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Shell Oil Promotes Four 
Executives in PR Oftice 


Shell Oil Co., New York, has 
promoted four executives in its 
public relations department. G. 
Gordon Biggar, assistant manager 
in charge of special projects, has 
been promoted to manager of pub- 
lic relations in New York. Robert 
G. Pearson, assistant manager in 
charge of publicity, has been pro- 
moted to manager of the publicity 
and information division of public 
relations. 

Hugh F. Mulvaney, head of pub- 
lic relations in the southwestern 
states with headquarters in Hous- 
ton, has been transferred to New 
York to become manager of the 
special products division. Freder- 
ick H. Roberts, who has handled 
public relations art and produc- 
tion, has been promoted to art di- 
rector and head of production and 
distribution. 


To H-R Representatives 

Walter Dunn, formerly of Head- 
ley-Reed Co. and ABC spot sales, 
has joined H-R Representatives, 
New York, radio-TV station repre- 
‘sentative, as senior solicitor. 
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Ayes Masterwork of the Papermaker's Art 


In ollset, letterpress or gravure Kromekote® 
cast coated paper gives superb appearance 

. exceptional press perlormance. Champion 
Kromekote permits reproduc tions of the highest 
distinction Typography and art literally come 
; to lile with Kromekote . 
ie: ol papermaking. Available in Label. Litho. 
: Cover, Postcard, Box Wrap and Colorcast. 


as truly a masterwork 


THE CHAMPION PAPER AND FIBRE COMPANY 


HAMILTON, OHIO 
in New York, Chicago Philadelphia Detroit 


Atlanta, Dallas and San Francisco 


Distributors in 


District, Sales ‘Offices 
St. Louis, Cincinnati 


every major city 


Whatever Your Laper Problem coon It J 


a Challenge lo Champion  f 
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Agencies Placed 
19,600 Export 
Pages in 1951 


New York, Jan. 22—The total 
number of pages of advertising 
placed by agencies in 1951 for U.S. 
exporters in 50 leading export 
publications circulating abroad was 
19,6281, a gain of 50 pages over 
1950, according to the annual ex- 
port advertising survey published 
Jan. 21 by Export Trade & Shipper. 
J. Walter Thompson Co. topped 
the list for the second year in a 
row. 

It is estimated that total ex- 
penditure by export advertisers in 
export publications during 1951 
exceeded $9,000,000, compared 
with an estimated $7,000,000 in 
1950, and $6,000,000 in 1949 and 
1948. 

The record year was 1947 when 
970 agencies placed 21,512 pages, 
but no estimate of dollar volume 
was made at that time. 


# Almost half of the 886 agencies 
placing the 1951 volume of adver- 
tising placed, individually, a very 
small amount of the total space, 
less than six pages each. 

Among agencies specializing in 
export advertising, however, Ex- 
port Trade & Shipper says there 
were substantial increases in the 
volume of business. More than 
24% of the total was placed by six 
agencies, whose combined total 
was 4,780 pages. 

This annual survey, it is pointed 
out, covers only one phase of ex- 
port advertising. No reliable esti- 
mate is available of the dollars 
spent by U. S. exporters, their 
foreign branches and overseas dis- 
tributors to advertise their prod- 
ucts and services in local news- 
papers and magazines, on foreign 
radio and television stations, and 
by outdoor display, neon signs, 
motion pictures and other media 
which are available for advertis- 
ing purposes in overseas areas 
where American goods are sold. 


@ The 20 leading agencies placing 
export space in 1951, with 1950 
comparisons, are listed by Export 
Trade & Shipper as follows: 


Pages 

Agency 1951 1950 
1. J. Walter Thompson Co. .. 1,278 1,373 
2. Irwin Viadimir & Co. .... 882 824 
3. National Export Adv. 

eaeeeerrrrr 778 425 
4, McCann-Erickson ........ 702 595 
5. Robert Otto & Co. ....... 636 5772 
6. Foreign Adv. & Service 504 336 
y J Basford Co. ...... 359 305 
8. Grant Advertising .. as 317 433 
9. Gotham Advertising Co. .. 288 211 
10. Russell T. Gray Inc. ...... 249 219 
OO rare 24834 2732 
12. Young & Rubicam .. . 244 71 
13. Batten, Barton, Durstine 

PE cit uabo+eese ss 213 229 
14. James Thomas Chirurg Co. . 183 151 
15. Foote, Cone & Belding .... 183 160 

| 16. Fuller & Smith & Ross ... 181 12912 

17. Griswold-Eshleman Co. .... 176 1492 
18. Andrews Agency ........ 170% 8&8 
19. Compton Advertising .... 167 150 
20. Roche, Williams & Cleary . 46 161 


I. Miller Appoints Two 
Division Advertising Heads 

I. Miller & Sons, New York, 
manufacturer of shoes and hosiery, 
appointed two advertising 
supervisors for the retail and 
manufacturing divisions. Mrs. 
Henriot Meredith replaces Mrs. 
Helen Horschler as head of the 
retail division. She was formerly 
publicity director for Northam 
Warren Corp., Stamford, Conn., 
manufacturer of manicure spe- 
cialties. Mrs. Horschler has formed 
her own publicity business. 

Esther Wachtel, formerly with 
Irving Serwer Advertising, New 
York, joins the company in the 
newly created position of adver- 
tising manager for the wholesale 
division. 


Hunt Joins Meldrum Agency 
Chet Hunt, formerly merchan- 
dise manager of Kem products for 
Sherwin-Williams Co., Cleveland, 
has joined the creative staff of 
Meldrum & Fewsmith, Cleveland. 
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For thosa interested in world records... 


49,788,894 


LINES 


The figure above is the '951 total 
Advertising space of this newspaper, 
which also established the previous world 
record in 1950 with 44,649, 349 lines. 


No newspgber, magazine. Or offer 
priited medliiin, has ever before 
equalled or achieved ts degree. oF 
guceprance. trom aavertisers. 


THE MILWAUKEE JOURNAL 
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TRUE STORY WOMEN’S GROUP delivers 
maximum coverage and impact in the great 
wage-earner market—largest market for con- 
sumer goods in our economy today! 
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OFFICES: CHICAGO + BOSTON + SAN FRANCISCO 
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Nothing Ever Like The 
~\ MAGIC FOLDER 


A Useful 
Intriguing 
The 
Modern Replacement 
For the Conventional 
Billfold 

cmd A truly sensational name-im 
Ami tusimemee printed give-away goodwill 
builder that appeals to men and 
women. Mysteriously secures 
~ bills under cross-streos with a 
Quick turn over ection, sepa 
rotes $1.00 bills from larger 
com bills in @ flash; eppears to 
ano change serial numbers from 
$1.00 bills to another when 
is opened. Sire 6%," « 
" closed; for pocket or purse; 
richly made of gleeming pure 
virgin vinyl! plastic; won't dull 
outwears leather; color choices 
WRITE today for quantity prices 
and circular 
CHARMS & CAIN (Mfrs.) Dept. AF-28 
407 So. Dearborn St., Chicago 5, Ill 
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More Small Pilot Studies Needed 
by Industrial Advertisers: Maddox 


New York, Jan. 22—“Industrial 
advertisers should be more daring 
in the way they conduct market 
research. This does not mean they 
should conduct elaborate surveys 
It means they should do more pilot 
studies, and sell management on 
the idea of taking small bites at a 
time toward making progress in 
getting adequate research.” 

John L. Maddox, assistant to 
the president of Fuller & Smith & 
Ross, urged this course on the In- 
dustrial Advertisers Assn. of New 
York week in emphasizing 
the importance of sharpening sales 
strategy with market research 

In the minds of too many sales 
executives, he market re- 


last 


said, 


search in the industrial field is 
badly underestimated. Most peo- 
ple, Mr. Maddox pointed out, think 
of research only as a mass market 
tool 


® Market research in the industrial 
field, he insisted, is not a quanti- 
tative analysis but a matter of pro- 
fessional evaluation and judgment. 
Different methods of interviewing 
and different types of interviewers 
are required for industrial research 
from those needed for consumer 
research. 

Costs are also different, he de- 
clared. “Don’t look at the cost per 
interview in an industrial study. 
Industrial interviewers have to 


spend more time per interview. 
There are no two industrial re- 
search jobs that are alike. Each has 
to be tailored for specific pur- 
poses.” 

Mr. Maddox cited several case 
histories of research conducted for 
special purposes which proved 
their value. A manufacturer with 
eight separate manufacturing di- 
visions, most of which had been 
acquired by the parent company 
as a result of mergers, wanted to 
identify the products of all di- 
visions with the name and trade- 
mark of the central company. Re- 
search disclosed that a majority 
of buyers did not know that the 
divisions were all part of the same 
company. As a result of the survey 
it was possible to set up a sum- 
mary chart showing the areas of 
ignorance by company, individual 
and market, so that the company’s 
salesmen let buyers know that all 
divisions of the company were re- 


Population: 


563,832 


9 out of 10 of your prospects 


read THE DENVER POST 


The Denver Post saturates its Retail Trading Zone, blankets the State 
of Colorado, and penetrates the entire Rocky Mountain Empire. 


CIRCULATION 


Daily 
Sunday 


Empire Magazine and 


omics 
ABC 


Publisher's 
September 30, 195)! 


227,859 
357,324 


388,673 


Statement 


THE DENVER POST 


Te Veice of the Rocky Mountain Empire 


PALMER HOYT EDITOR AND PUBLISHER” 


lly by Mel 


vy, Regen & Schmitt, Inc. 
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ENGRAVED CARD—As part of its 1952 

promotion of Old Heaven Hill bourbon, 

| Heaven Hill Distilleries, Bardstown, Ky., 

is featuring engraved membership cards 

for purchasers of the bourbon in news- 

paper ads placed through M. R. Kop- 
meyer Co., Louisville. 


lated, and also so that the adver- 
tising department could conduct a 
campaign for the same purpose. 


pe In another instance, Mr. Maddox 

said, a company conducted a sur- 
vey in part by its own salesmen 
and in part by an outside research 
organization. Results showed that 
“the salesmen in all areas were 
over-optimistic in their reports of 
their products’ market potential, 
but at the same time the salesmen 
learned more about their custom- 
ers’ points of view and how to sell 
their products than they could 
have learned by means of any 
number of sales meetings.” 

In another instance, Mr. Maddox 
cited the case of a company that 
conducted a survey among its cus- 
tomers’ customers to determine the 
market potential and the strong 
j}and weak points of the products 
|}involved from the ultimate cus- 
| tomer’s point of view. The result 

induced the company to launch 
| an extensive educational advertis- 
| ing campaign in business papers 
|}and consumer publications. This, 
| he said, materially increased sales. 

“But,” he warned, “short-term 
sales figures do not always reflect 
the effect of a long-range educa- 
tional program. This is specially 
true in the industrial field, a fact 
which, unfortunately, too many 
sales-minded executives tend to 
minimize.” 


Buys Part of ABC-TV Show 

| Lever Bros., New York, has 
signed for three 15-minute seg- 
|}ments, 11-11:15 a.m., CST, Tues- 
| day, Thursday and Friday, of the 
| ABC-TV “Frances Langford-Don 
Ameche Show” which is telecast 
| daily for an hour from 11 a.m., 
CST. The business, for 52 weeks, 
was placed through N. W. Ayer & 
!Son, New York, the company’s 
| agency 


| Installs New Rotary Press 

| Recorder-Sunset Press, San 
| Francisco, has installed a sheet- 
| fed rotary Miehle press which is 
designed for large sheet, long 
| press runs (50,000 impressions or 
}more) and which will be used for 
some of its long-run printing jobs 
previously handled by flat bed 
| presses, as well as a large volume 
of new work. 


| 


|Kane Is Waverly Agency 
Lawrence Kane Inc., New York, 
| is agency for the Waverly Fabrics, 
New York, spring campaign for 
| Glosheen, Etruscan cloth and other 
home fabrics, reported in AA, Jan. 
14. Lawrence Boles Hicks Inc., 
New York, was erroneously listed 

as the Waverly agency. 


Prentice Joins Doherty 


Robert M. Prentice, formerly 
merchandising manager on Calu- 
met for General Foods Corp., New 
York, has been appointed an ac- 
count executive of Doherty, Clif- 
ford & Shenfield, New York. Mr. 
Prentice has been with GF for 13 
years. 
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Nachman Switches Agency 

L. Nachman & Son, New York, 
manufacturer of Swirl aprons, has 
appointed Alfred J. Silberstein, 
Bert Goldsmith Inc., New York, 
to direct its advertising. Mervin 
and Jesse Levine Inc., New York, 
previously handled the account. 


Tarcher Elects Two V.P.s 


J. D. Tarcher & Co., New York, 
has elected Leonard Tarcher, with 
the agency since 1935, and Ben S. 
Laitin, who came to the agency 
from Young & Rubicam in 1944, as 
v.p.s of the agency. 


Richard Fehr Elected a V.P. 
Richard Fehr has been elected a 
p. of Doherty, Clifford & Shen- 

field, New York. He joined the 

agency in 1945 as public relations 
director. 


Appoints Rand Advertising 


Radiator Valve Co. of America, 


Philadelphia, has appointed Rand 
Advertising, New York, as _ its 
agency, effective Feb.- 1. News- 
papers, business papers, direct 


mail and radio will be used in 11 
markets. Lee Ramsdell & Co., Phil- 
adelphia, is the previous agency. 


Knox Reeves Gets Shasta 

Knox Reeves Advertising, San 
Francisco, has been appointed to 
direct advertising for Shasta Wa- 
ter Co., San Francisco, Cosby & 
Cooper, San Francisco, previously 
handled the account. 


Stetson Promoted to A.M. 

Brewster Stetson, in the sales 
department of Forbes Lithograph 
Mfg. Co., Chelsea, Mass., has been 
promoted to advertising and sales 
promotion manager. 


Heads Safeway Ad Unit 

Robert B. Lewis has been 
named division manager of Shef- 
field Services, advertising service 
division of Safeway Stores, Oak- 
land, Cal. He succeeds E. F. Beck- 
er, who has been appointed divi- 
sion manager of Safeway’s Brook- 
side Distributors, a supplier divi- 
sion. Mr. Lewis formerly was man- 
ager of Safeway’s marketing re- 
search organization, Oxford Busi- 
ness Surveys. Before joining Safe- 
way he was in the agency field, 
having been associated with J. 
Walter Thompson Co, and Fuller 
& Smith & Ross. 


‘Fortune’ Adds Doriss 


John Doriss, formerly assistant 
advertising manager of Scholastic 
Magazines, has joined the Fortune 
sales staff. He will work in the 
New York office. 


‘Charm’ to Chernow Co. 

Street & Smith Publications, 
New York, has named the Cher- 
now Co. to handle advertising for 
Charm, an account formerly with 
Peck Advertising Agency. 


Miss Spann Joins Cole 

Katherine Doyle Spann, form- 
erly with Elliott & Daly, San Fran- 
cisco, has been appointed an ac- 
count executive of L. C. Cole Co., 
San Francisco. 
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Names Stephen Goer! Agency 


Hayden, Stone & Co., New York 
investment banker, has appointed 
Stephen Goerl Associates, New 
York, to handle advertising and 
promotion for its mutual funds di- 
vision. 


Bank Names Strauchen-McKim 

Fifth-Third Union Trust Co., 
Cincinnati, has appointed Strauch- 
en & McKim, Cincinnati, to direct 
its advertising. 
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Say it in Scotenuuite ! 


REFLECTIVE SHEETING 


Here’s a new, low-cost method of communication 


that gets your message across day and night ~with 
more-impact,-better visibility of 
sign or signal! It’s “ ‘SCOTCHL ITE" Reflective 


Sheeting-—the amazing material that gives you bril- 
liantly colorful messages 24 hours a day. 

Anyone who has anything to say to the public 
whether it be an advertising message or a warning 
to reduce speed at a railway crossing~-will say it 


AT LEADING GROCERS 


QUALITY FOOD 


AT THE POINT OF PURCHASE 
reflectorized signs are more ef- 
fective, have greater impact 

day and night 
tricity or mechanism. 


OUTDOOR ADVERTISING SIGNS 
made with “SCOTCHLITE” 
Sheeting give you the largest 
number of viewers at the lowest 
cost per viewer! 


MAKE THE / 


Hashlight Jest. 


Ota ted ip case at 
ask him to make the FLASHUGHT 
TEST right in your office! He'll 
show you how “SCOTCHLTE™ 
Sheeting works. 


require no elec- 
. 


better in “SCOTCHLITE” Sheeting . . 
more IMPACT, day and night. 

In every kind of weather, signs and signals of this 
new communication medium are giving around-the- 
clock service that cannot be matched by any other 
sign material. Brilliant by day, they come alive at 
night when touched by the headlight beams of pass- 
ing vehicles. Their impact and beauty is so striking 
that nearby competing signs fade into insignificance! 


.say it with 


CITIES, COUNTIES, STATES reduce 
accidents with signs that remain 
brilliantly visible under all 
weather conditions, twenty-four 


REFLECTORIZED FLEET EMBLEMS, 
warning stripes do a double 
job: prevent accidents, give you 
free advertising that SELLS 


hours a day. on the finest possible position. 
S REG. U.S. PAT. OFF. 
SRAND 


REFLECTIVE SHEETING 


For low-cost signs you 
can SEE day and night! 


A Circulation Bargain! 


As pointed out by Adver- 
tising Age in a recent 
article, there’s a big dif- 
ference in cost-per-thou- 
sand among various types 
of media. On this basis, 
it was shown that OUT- 
DOOR still offers the ad- 
i vertiser one of his biggest 

Col mee of bargains on the average 
about 13'%¢¢ per M. 

But averages don’t tell the whole 
story. For outdoor advertising made 
with “SCOTCHLITE” Sheeting delivers 
a brighter, more effective sales message 
at any point along the road! 


A Stopper!.. 
Because “SCOTCH” 
LITE” Sheeting is the 
most effective night-and- 
day sign medium, it has 
been in service for years on many highways. 
Safety officials chose it because its depend- 
able brilliance captures a driver's attention 
... because it gets the important message 
delivered! 


SHIP via 


4} 
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ay od 
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FREE SPACE?': — 
Aggressive American sth recognize 
sides of rolling stock as important ad- 
vertising space... available at no cost. 
Advertising, public relations messages, 
safety markings and trade marks are 
more effective when reflectorized . .. are 
seen by millions of motorists at count- 
less crossings every day— night and day. 


IN BOSTON? Be sure to see Hart's restau- 
rant! Called “the most beautiful drive-in in 
Boston”, it has an outdoor mural rendered in 
striking colors with “SCOTCHLITE” Sheet- 
ing. Manager Charles R. Gow, Jr. selected 
this brilliant medium to portray the warm 
personality of his restaurant...to stop traffic. 


{g_- Who sells signs of 


“| “SCOTCHLITE” 


Wi SHEETING? 
Your local sign man is the one 


to see about outdoor signs made with 
“SCOTCHLITE” Sheeting: You'll find 
him listed in the classified section of 
your telephone directory under SIGNS 
.or drop a line to 3M, St. Paul 6, 
Minn. for the names of shops to call in 
your community. 
Made in U.S.A. by MINNESOTA MINING & MEG, 
CO., St. Paul 6, Minn. —also makers of “Scotch” Brand 
Pressure-sensitive Tapes, “Scotch” Sound Recording 
Tape, “Undersea!” Rubberized ( coating. Roe Walk” 
Non-slip Surfacing, “3M Abrasives, © Adhesives 
Export Office: 270 Park Avenue, New York 17,N. ¥. 
In Canada: London, Canada, 
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Lewis B. Hill, advertising director of the Columbus Dispatch; Art WN. Y., and Stanley 


T 
a of the Sentinel, Grand Junction, Colo.; A. H. Bratley, cago, and (standing) 
§ 


ternational; Frank R. Griffin, v.p., Compton Advertising, New treasurer 
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THE WORLD IS ROUND—John Cowles, president of the Minneapolis Stor and Trib- 
une, views the revolving world globe installed as a public display in the lobby of the 
Star and Tribune Bldg. The 180-lb. globe is 19° in circumference and turns around 
every four minutes. The globe was designed and built by Rand McNally & Co., 
Chicago. 


HIC REVIEW OF THE WEEK 


AT THE ANNUAL AGENCY RECEPTION—Standing in front of Hall, general advertising manager of the Milwaukee Journal; 


the exhibits during the annual agency reception at the News James H. Armistead, advertising director of the Nashville Ban- 
paper Advertising Executives Assn. are (left to right) M. J ner & Tennessean; B. W. Lewis, od director of the Rocky Moun- 
Butler, assistant business manager of the Houston Chronicle; tain News, Denver; Ted Callis, ad director, Wall Street Journal; 
Gene Corcoran, executive v.p. of the Branham Co., Chicago; Don Bridge, Democrat & Chronicle and Times-Union, Rochester, 


AT THE OPENING LUNCHEON OF THE NAEA MEETING—At the retail ad monager of the Journal-Times, Racine, Wis.; C. L. 
OpeBing luncheon session on Monday, AA‘s camera caught (seated Fountain, advertising director of the Lancaster, Pa., newspapers; 
leff90 right) Carl M. Gillespie, advertising director of the Earl H. Maloney, advertising director, Peoria Journal and Star; 
e and Democrat, Johnstown, Pa.; Al Look, advertising Robert L. Matthei and Palmer Terhune, Ward-Griffith Co., Chi- 


BASK IN FLORIDA SUN-—The Winter Golf League of Advertis York; A. King Aitkin, Aitkin-Kynett Co., Philadelphia. Officers 


ing Interests held its 44th annual tournament at Palm Beach, elected by the group include R. P. Clayberger, Owen & Chappell 

Fla., the week of Jan. 13-18. Some of the participants, shown president; E. J. Barber Sr., Barber Steamship Lines; R. H. Lans PRINTING EXHIBIT VIEWERS—Mary Hand Connolly (left), editor of “a.m.,"° em 
here, were (i to r): John R. Reiss, publisher, Quick; Frank A dell, Lansdell Co.; K. E. Volk Jr., Kurt H. Volk Inc.; J. B. Gray, ploye publication of American Mutual Liability Insurance Co.; Marshall Duane 
Dixon, F. A. Dixon Co., Chicago; Mortimer Berkowitz, Grey Ad Gray & Rogers; and C. L. Wiiliams, F. W. Dodge Corp., all center), advertising manager of First National Stores, and John C. Dowd, president 
vertising Agency, New York; Jos. F. Delaney, Davis, Delaney vice-presidents; Roy McCarthy, Ray McCarthy Advertising of John C. Dowd Inc., study pieces of prize-winning printing exhibited in Boston 
Ce, New York; Theodore C. Wiehle, chairman, Schenley In- Service, secretary; and S. A. Briggins, A Cc. Sears Co., during Printing and Publishing Week of New England. 
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A. Ferger, Cincinnati Enquirer. 


GOODBYE, BRIEFCASE—The center of attention here is the Order-Matic, a selling 

device designed to replace the out-moded briefcase routine. Developed by Esquire 

socks division of Chester H. Roth Co. in collaboration with its agency, Hirshon- 

Garfield, the Order-Matic is actually a capsule showroom displaying complete sock 

line as well as the advertising and promotional campaign used to back up each 

style shown. Looking one over is George Guglielmone, general manager of Esquire, 
and J. Edward Boyle of Hirshon-Garfield. 


F. S. Hinman, Register-Mail, Galesburg, Ill. 
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BEN’S BIRTHDAY—Advertising, printing, educational and civic and chairman of the exercises; H. B. LeQuatte, H. B. LeQuatte 
organizations were represented ot exercises marking 246th an-  Inc., New York agency, and past president of the Advertising 
niversary of the birth of Benjamin Franklin at the foot of his statue Club of New York; Dennis Burke, president, N. Y. Photo En- 
in Printing House Square, Philadelphia. Left to right: James lL. gravers Union No. 1; L. F. Donatox, Allied Printing Trades Coun- 
Goggins, president, N. Y. Club of Printing House Craftsmen; Betty cil of Greater New York; L. H. Victory, N. Y. Typographical 
H. Donnelly, advisory boord for Vocational and Extension Edu- Union No. 6; William Walling, N. Y. Employing Printers Assn.; 
cation; Walter A. Curran, president of N. Y. Printing Pressmen’s Charles McNally, Allied Printing Trades Council of Greater New 
Union No. 51; Horry Friedman, president of Carey Press Corp. York, and F. J. Tagle, New York School of Printing. 
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ADVERTISING PAGES 


FOR 1951 
he , 7. 
4 i] i 
| OVER 1950 . 
™ ait ' 
| 
| | 
| | 
| | 
eee the trend to FORTUNE continues 2+ 
. & 
at an accelerated pace into this year: advertising : 
| pages on the books for the first two months of 1952 


are 24% ahead of the first two months of 1951. i s 
coe tnd, business invested more advertising dollars i 6 : 
in FORTUNE during 1951 than ever before in history. nes 


Ask your advertising agency why. 
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‘Opinions that make futures 


Every organization and every company (like every 

nation) has its important people whose opinions are 

listened to, respected, followed. Like waves from a 

pebble dropped in a pool, their opinions spread in important and 
ever-widening circles. The opinions these key people have 

and spread about your company, your product, your service can be 
mighty important to you, now and in the selling years to come. 
A growing amount of advertising (a 53% gain in 1951 over 1950) 
is being aimed at more than 450,000 such key people 

via “U.S. News & World Report.” Such advertising is often the 
most important single factor in making a sale. 


Class News Magazine 


magazine 


These are days of quick, unexpected, 
and dramatic changes in everything that affects 
the business life, the income, and the decisions 
of America’s business and industrial men. More and more 
of them are turning to “U.S. News & World Report” ; 
for the essential news that guides their business thinking 
and business decisions. Our recent rise to 

more than 450,000 net paid circulation measures | 

their increasing number. They comprise the 

important people of responsibility in management, 
production, development, sales, distribution, 

engineering, finance—the officers and key 

people of the companies and organizations 

you sell and serve. 


LI FIRST IN ADVERTISING GROWTH 
. e CWS 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 


FIRST IN CIRCULATION GROWTH 
& Wo rid Re port 1951 First 6 months ABC Gain 23% Over 1950; 
Greatest in Its Field 
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Recordia Switches Agency 


Recordia Mfg. Co. New York, 
has switched its account from 
Rosenfield Co., Boston, to Frank- 

“ lin & Gladney, New York. News- 
papers magazine and television 
will be used to promote the com- 
pany's line of men’s sandals 
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a2 For CHARTER— AHAMAS 
| 4 AIR HOURS FROM N.Y.C. 


ENTERTAIN your most valued CLIENT 
in @ never to be forgotten manner! 
Details——Photographs. 

P.O. Box 433 Smithtown Branch, N. Y 
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Oil Publications Merge 


Oil, a weekly, and the monthly, 
Petroleum World, both published 
1 Los Angeles, have consolidated 
and will be issued as a weekly, 
Oil—the Oil Man’s Newspaper and 
Petroleum World. Russell R. Pal- 
mer, formerly editor of Petroleum 
World and present editor of Oil, 
will be general manager and edi- 
tor. Doug! C, Lance, advertising 
manager of Oil, w continue in 
that capacit All other Oil staff 


~“mbers tained 


|Evans Joins GE Appliances 


James W. Evans, formerly pro- 
motion manager of WICC, Bridge- 
port, Conn., and more recently as- 
ociated with Moore & Beckham, 
Greenwich, Conn agency, has 
joined the community relations 


taff of General Electric Co.’s small 
appliance division, Bridgeport. 


Hammarstrom to Katz Agency 

Charles A. Hammarstrom, pre- 
viously with Paul H. Raymer Co., 
has joined the radio sales staff of 


Katz Agency, New York, radio-TV 


station representative. 


‘Parade’ Licensed to Use Dultgen Process 
for Gravure; ‘News’ Patent Ends in ‘54 


New York, Jan. 23—The New 
York Daily News has concluded 
an agreement with Parade Publi- 
cation Inc. to permit the latter to 
use the Dultgen halftone intaglio 
process. Parade is printed in Pa- 
rade Publication’s own plant in 
Philadelphia, and by contract with 
Standard Gravure Corp., Louis- 
ville, and the St. Louis Post-Dis- 
patch. Arrangements with these 
contracting companies for the use 
of the Dultgen process in printing 
Parade are being concluded. 

Licensing of Parade is regarded 
as a final step in the universal 
adoption of the Dultgen process by 
the rotogravure industry. Cuneo 
Press, which prints the rotogravure 
supplement for the New York 
Mirror, is expected to produce the 
new American Weekly in gravure 
beginning May 1 (AA, Oct. 15, 
51). 

Cuneo was licensed by the News 


to use the Dultgen process Oct. 1, 
1951. The Cuneo license, however, 
limits the use of the process to 
the advertising pages of those pub- 
lications or supplements which are 
published or distributed in New 
York in direct competition with 
the New York Sunday News. 


@ The Dultgen halftone intaglio 
process was invented and patented 
by Arthur Dultgen, formerly roto- 
gravure superintendent of the 
News, and now retired, in 1936 and 
1937. The original patents will ex- 
pire in October, 1954. 

The process at the time of its 
introduction was recognized as the 
first successfu. application of the 
halftone method of reproduction 
to gravure printing. In addition to 
the halftone screen, the Dultgen 
process provides for use of a con- 
tinuous tone positive superimposed 
on the carbon tissue in exact regis- 


How much meat 


r 1] 600,000 pounds 


It sounds incredible, but sixty million pounds 


per day is the right answer... enough meat to 
fill 15,000 two-ton trucks! 


ae Just as incredible is the smooth functioning of 
the complicated system of meat distribution. It 


puts all this meat where vou want it. when you 


want it, and in the vast variety of kinds in which 


you want it, 


AMERICAN 


Headquarters, Chicago ¢ 


will America eat today? 


(] 6,000,000 pounds 
L] 60,000,000 pounds 


Sixty million pounds of meat a day is a big 


order, and it takes a big industry to fill it. More 


than 1,000 meat packing companies throughout 


the United States contribute to the job. 


And the truly surprising 


fact is not how effi- 


ciently they do it, but that they do it (and have 


been doing it for years) at a lower service cost than 


for almost any other food. 


MEAT INSTITUTE 
Members throughout the U.S. 
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ter so that depth of tone is main- 
tained in the rotogravure repro- 
duction. 

The process is in world-wide 
use through patents issued in 
Great Britain, Australia, Argen- 
tina and other countries. In coun- 
tries where patent rights are not 
available, the News has arranged 
to supply detailed information and 
sample plates to established print- 
ers for nominal fees. 


# Among licensees of the Dultgen 
process are Publication Corp., pub- 
lisher of This Week Magazine; Al- 
co Gravure Corp.; Crowell-Collier 
Publishing Co.; Triangle Publish- 
ing Co.; W. F. Hall and subsid- 
iaries, Chicago Rotoprint and Art 
Color Co.; Art Gravure Corp., New 
York, and Art Gravure Corp. of 
Ohio; Detroit Gravure Corp.; R. 
R. Donnelley & Sons Co.; Kable 
Bros.; Montreal Standard Publish- 
ing Co.; Standard Gravure Corp., 
and the Toronto Star. 

Engravers licensed to use the 
process include Intaglio Service of 
New York and Chicago; Intaglio 
Cadillac; International Color Gra- 
vure; Beck Engraving Co.; Acme 
Gravure Services; Graphic Arts 
Corp. of Ohio, and Southern Gra- 
vure Service Inc. 


Ekco Creates Sales Division, 
Appoints Four Executives 

Ekco Products Co., Chicago, has 
created a new sales division for 
table flatware and made four sales 
executive appointments. Edward 
Marder, v.p. and general sales 
manager of the staple brand divi- 
sion, has been appointed to head 
the new division. He is succeeded 
as the staple brand manager by 
Donald R. Long, who will continue 
as sales manager of the national 
accounts division as well. 

Harold Adams, sales representa- 
tive in the Chicago area, has been 
named to the newly created posi- 
tion of assistant sales manager for 
nationally advertised lines. Robert 
T. Brazier, variety chain sales rep- 
resentative in the New York City 
area, has been advanced to sales 
manager of the variety chain di- 
vision. 


Universal, United Artists 
Set Drives for Pictures 

Two big movie promotions are 
scheduled to break in February 
|and March when Universal Inter- 
national Pictures will use color 
spreads for its new picture, “Bend 
of the River,” in the Feb. 3 Parade, 
the Feb. 9 Saturday Evening 
Post, the Feb. 10 This Week Maga- 
| zine, and the Feb. 26 Look, plus 
| fan magazines and newspaper co- 
op ads. 

United Artists Corp. starts ma- 
jor promotion on “African Queen,” 
starring Bogart and Hepburn, 
March 2 in This Week Magazine. 
March 9 in The American Weekly. 
March 15 in Parade, March 22 in 
Pictorial Review and in the April 
issue of Parents’ Magazine. Mon- 
roe Greenthal Co. New York, 
handles both accounts. 


Bachman, Kelly Gets Two 


Bachman, Kelly & Trautman, 
Pittsburgh, has been appointed to 
handle advertising for Pittsburgh 
Home Savings & Loan Assn. The 
agency also has been appointed to 
develop a special promotional and 
public relations program for West- 
ern Pennsylvania Hometown Dai- 
lies, a group of 21 daily newspa- 
pers covering 18 markets in the 
western half of the state. 


‘Better Design’ Bows 

Better Design, new publication 
for store buyers and merchandise 
managers of home _ furnishings, 
published by Good Design Mag2- 
zine Inc., New York, has made its 
debut. It features the innovation 
of permitting advertisers second 
colors at no extra cost on any ad 
from one-quarter page up. 


Knopf Switches to Silton 

S. H. Knopf Mfg. Co., Boston, 
manufacturer of men’s sportswear, 
has switched its advertising ac- 
| count from Bresnick & Co. to Sil- 
ton Bros., Boston. A spring cam- 
| paign is being prepared. 
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CAREFUL DRIVING 
REDUCES INSURANCE COSTS— 
(Helps you live longer, too!)* 


You, together with all other drivers, help determine 
the cost of auto insurance. Drivers can help keep 
auto insurance rates down by exercising greater 
care when driving—by avoiding accidents. What's 
more, you can get the most complete auto insurance 
Protection money can buy, and you can pay for your 
auto insurance as you drive, with Michigan Mutual 
Liability’s Blue Ribboe Auto Policy. 


For full mformation and rates on your car, phone today. 


Murve! Buliding 
28 Adams West * WO. 3-4800 
aN , Actomatiio © Workmen's Compensation 


michigan MUTUAL 
LIABILITY COMPANY 


* Motorcng Manners Lowerlosls 


OF DETROIT, MICHIGAN 


ond i ofihate 
ASSOCIATED GENERAL FIRE COMPANY 
P Writes Fire Insuronce ond Allied Lines 
STRESSING SAFETY—Michigan Mutual 
Liability Co. is devoting a large part 
of its 1952 advertising campaign to 
safer driving. This ad is one of many 
to run in 75 newspapers throughout the 
year in 60 cities. Radio and outdoor ad- 
vertising also will be used. Otto & Abbs, | 
Detroit, is the agency. 


Miller Brewing Wins 
Battle of the Bottles 
as Blatz Gives Up 


MILWAUKEE, Jan. 22—“The bat- | 
tle of the beer bottles” has ended. | 

Blatz Brewing Co. has an- 
nounced it will dismiss its appeal 
to the state supreme court from a 
judgment granted to Miller Brew- 
ing Co. enjoining Blatz from the 
use of labe!s and bottles resembling 
Miller High Life labels and bot- 
tles (AA, Aug. 27, '51). 

The circuit court last August 
awarded Miller unspecified dam- 
ages “including profits derived) 
{by Blatz] from such wrongful 
manufacture and sale.” 

Attorneys said the Miller com- 
pany had agreed to waive its claim 
to an accounting of Blatz profits. 
As a part of the settlement, it was 
indicated that a “substantial” pay- 
ment had been made by Blatz to 
Miller. 


Wool Bureau Hits ‘Exploding 
Sweaters,’ Urges FTC Quiz 
Following nationwide publicity 
concerning brushed rayon “ex- 
ploding sweaters,” the Wool Bu- 
reau has taken page ads in Wo- 
men’s Wear Daily and Daily News 
Recerd featuring a cut of a burn- 
ing sweater and a headline, “This 
couldn’t happen to wool.” A sec- 
ond ad in the same Fairchild pub- 
lications is scheduled for next 
week quoting an authority on the} 
necessity for protective congres- | 
sional legislation and urging a| 
Federal Trade Commission inquiry. | 
Pointing out that the ads are 
“published in the public interest” 
rather than as an attack, Wool Bu- 
reau President F. Eugene Acker- 
man said that additional informa- 
tive ads are under consideration. 


Dutf Joins Colonial 

Donald A. Duff, formerly v.p. 
in charge of traffic, sales and pub- 
lic relations for Frontier Airlines, 
Denver, has been appointed execu- 
tive v.p. and general manager of 
Colonial Airlines, New York. 


Don Langan Appointed V. P. 

Don Langan, previously with the 
Fred Waring organization, has 
been named v.p. in charge of sales 
for Times Square Productions, 
New York, TV packager. 


Casco and Rand Sponsor TV Show Jointly 


BRIDGEPORT, CONN., Jan. 25— 
Casco Products Corp. and Rem- 
ington Rand are teaming up for 
their first major television pro- 
gram venture. The show is a 30- 
minute weekly film, “Holiday in 
Paris,” with Dolores Gray and 
variety entertainers. 

Booked on a spot basis, the tele- 
cast will make its bow over WFIL- 
TV, Philadelphia, Feb. 7 at 10:30 
p.m., EST. Casco steam irons and 
Remington eiectric shavers will be 
featured in the commercials. Both 
sponsors will get an opening and 
closing credit on the show and 
each will have a one-minute com- 
mercial. 


® Program coverage will be ex- 
tended to other cities as soon as 
details can be worked out for lo- 
cal promotion. A lineup of about 
30 markets is planned for this 
year. In some instances dealers 
will be cooperative sponsors of 
the telecast. Participating dealers 


will give the show point of sale 
backing. 

The two advertisers expect to 
spend about $250,000 on this joint 
TV project during 1952. Leeford 
Advertising Agency will handle 
the program for Remington Rand: 
Norman D. Waters & Associates 
is the agency for Casco Products 

Each company will promote the 
program locally. Newspaper ads 
may be used to tie in with the TV 
advertising. 


‘Parade’ Names Littletield 
Dave Littlefield, formerly east- 
ern advertising manager of Hunt- 
ing & Fishing, has joined the New 
York sales staff of Parade. Suc- 
ceeding Mr. Littlefield at Hunting 
& Fishing is Paul J. Cravatt, for- 
merly of the New York sales staff. 


Alvin Kracht Returns 

Following service in the Army, 
Alvin Kracht has rejoined the 
advertising sales staff of Sporting 
News, New York 


Nielsen Gets Data tor OPS 

A. C. Nielsen Co., Chicago, has 
been designated by the Office of 
Price Stabilization to furnish new 
data on retail food prices as part 
of the OPS nationwide survey on 
retail food margins. Nielsen data 
on pre-Korean retail markups—al- 
ready assembled on more than 
3,500 separate grocery items—will 
be used to obtain standards for 
controlling food prices. 


Elect Agency Officers 

Mrs. Gordon Schonfarber has 
been elected president and treas- 
urer of Gordon Schonfarber & As- 
sociates, Providence agency, suc- 
ceeding her late husband. Gordon 
Schonfarber Jr. has been elected 
executive v.p. Russell C. Edwards 
remains a v.p.; and John B. Swift, 
copy chief, is now also a v.p., and 
Amanda Olsson continues as sec- 
retary. 


Using 
THE AD-VER.- 


INC., 


in Selected Areas! 
FORT WAYNE, INDIANA 


A GOOD BUY ANYWHERE 


oo o IF you could Set it! 


ARNE Per cEH 


THE BEST ADVERTISING BUY... 


and 
YOU CAN 
get ut 


Seattle 
tHe SEATTLE TIMES 


Reaches 8 out of 10 people 


in 


Represented by O'MARA & ORMSBEE + New York + Detroit + Chicago + Los Angeles + Sen Francisco 


THE SEATTLE TIMES is a good advertising buy 
In fact, it’s a better buy today than it was in the 
pre-inflationary year of 1940. You can tell your 
story in THE TIMES, Seattle's accepted newspaper, 
to 1,000 Seattle families for $2.34 —as compared 
with $2.66 in the second newspaper, $3.04 in 

a leading national magazine, $8.20 over television 
or $6.52 through an evening radio program. 
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Mayer Explains Selling Job Done by the 


State Department to Counteract Communism 


Cuicaco, Jan. 22—-The selling 
problem faced by the State De- 
partment in its job of counteract- 
ing communist propaganda in the 
eastern and undeveloped parts of 
the world was explained to mem- 
bers of the Chicago Federated Ad- 
vertising Club last Thursday by 
Edward N. Mayer Jr., president 
of James Gray Inc., New York di- 
rect mail specialist. 

Mr. Mayer. who recently re- 
turned from a 23-country tour for 
the State Department, explained 
that the “market” in this selling 
job, in terms of what the people 
want, is threefold. 

Above all other things, he 
pointed out, the people in the east- 
ern or undeveloped parts of the 
world want: (a) color equality; 
(b) assurance that the U. S. wishes 
only to help, but not control them, 
and (c) land reform, in terms of 
being able to keep a substantial 
portion of what they grow and 


produce, instead of the appallingly 
small amount they are now “en- 
titled” to. 


8 By means of six different com- 
munication media, Mr. Mayer ex- 
plained, the State Department is 
conducting its “advertising” pro- 
gram, which, along with the above- 
mentioned factors, seeks to con- 
vince these people that the U. S. 
is not a “bathtub democracy,” that 
it has a culture based on long tra- 
dition nurtured on a free, demo- 
cratic life, and that Communism 
is alien to their basic needs and 
desires. 

The six methods in use by the 
State Department, he declared, 
are: 

1. The Voice of America, which, 
if the amount of money the 
U.S.S.R. is currently using 
to counteract its influence is any 
measure, is definitely reaching be- 
hind the Iron Curtain 


TRAVELING POSTER—Richards Toy Corner in Reading, Pa., has set a new high in 

advertising on its delivery truck. The value of advertising on the truck's sides is re- 

flected in the shop's increased business from parents responding to their youngsters’ 
appeals to have toys delivered to them in the new truck. 


2. Library centers, scattered 
throughout the world, which make 
available, in the same fashion and 
the same material, reading matter 
found in libraries in the U. S. 


8 3. Personal selling, whereby for- 


Changes come quickly in the Chemical Process Industries... 
in plant design, materials and methods... 


in adaptation of equipment to improve processes and products. 
It’s a growing, ever-changing market, 
where decision-making executives watch new developments 
for ideas to cut costs and up output. 
And that’s how CHEMICAL WEEK answers the needs 

of chemical businessmen ... it provides the know-why 
that helps solve management problems. 


CHEMICAL WEEK, sharply focused on business news, 
strikes at the core of executive-level interests. 
Terse, newsworthy, informative ... it’s management's own magazin 
And that’s why more and more advertisers ... 
of equipment, materials and services... 

find it an effective approach to the market. 
CHEMICAL WEEK reaches, and sells, 

men of all the management groups in the Chemical Process Industries. 


MANAGEMENT MEN ARE TALKING ABOUT... 


ARC * ABP 


eign visitors to America are in- 
troduced to life in the U. S., and 
Americans in foreign countries, 
through personal contact, point up 
salient features of the democratic 
way of life. 

4. Motion pictures, primarily 
newsreels with sound in the local 
language, how-to-do-it shorts cov- 
ering subjects of immediate prac- 
tical value, such as crop control 
and rotation and sanitation, and 
anti-Communist cartoons. 

5. Cooperative private enterprise 
operations, utilizi:@™ ideas and 
manpower from existing American 
overseas operations. 

6. Direct mail, including the dis- 
tribution of U. S. magazines and 
newspapers through a variety of 
channels, such as helicopter, scat- 
| ter-bombing and as wrapping and 
packaging materials for exported 
goods. 


| Leo Burnett Co. Appoints 
|Eleven in Chicago Office 


Leo Burnett Co. has made 11 
appointments to its staff in Chi- 
cago: 

John Matthews, formerly 
& Rubicam, Chicago, copywriter; Miss 
Davidyne Saxon, formerly with Grey 
Advertising, New York, to specialize on 
fashion accounts; Dale W. Nolan, pre- 
viously merchandising and advertising 
director of Independent Grocers’ Alli- 
Chicago, account executive. Sey- 
Banks. who was associate profes- 
marketing at DePaul University 
appointed senior analyst in the research 
department; Delmore Nelson, formerly 


with Young 


ance, 
mour 


sor of 


with Buchen Co., research staff mem- 
ber 

Burton E. Goodloe. formerly with J 
Walter Thompson Co.. New York, has 


been appointed art director, and Theodore 
Anema, previously with Sundblom, John- 
& White, art studio, illustrator in 
the art department. Additions to the 
service and production departments are: 
Robert E. Crihfield, formerly with Mac- 
Farland, Aveyard & Co.; Harold Riske, 
formerly with Henri, Hurst & McDonald 
and Miles E. Dolar, who was with Hoff- 
man & Associates, Chicago. Gordon Min- 
ter has joined the broadcasting staff 


Miller & Co. Gets Sicks’ 


Miller & Co., newly formed Se- 
attle agency, has been appointed 
by Sicks’ Seattle Brewing & Malt- 
|ing Co.; Sicks’ Century Brewery, 
Seattle, and Sicks’ Brewing Co., 
Salem, Ore. The first two accounts 
previously were handled by West- 
ern Agency, Seattle. The Miller 
agency has added Jerry Gorren, 
formerly on the advertising staff 
of the Sun, Bremerton, Wash 


son 


|Monsanto Names Campbell 

Walter L. Campbell has been 
appointed advertising manager of 
the Merrimac division of Mon- 
santo Chemical Co., Boston, pro- 
ducer of chemicals and plastics 
He succeeds Edmund Greene, who 
has been transferred to Monsan- 
to’s organic chemicals division in 
St. Louis. 


| Dodge Joins Fred Wittner 


Donald A. Dodge, formerly with 
the advertising department of In- 
ternational Nickel Co., New York, 
has joined the copy staff of Fred 
Wittner Advertising, New York. 


Nachod to Gray & Rogers 


Lewis P. Nachod, formerly with 
Ben Sackheim Inc., New York, has 
been appointed to the public rela- 
tions and publicity staff of Gray 

, & Rogers, Philadelphia. 


- 
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Advertising Age, January 28, 1952 
‘Lifetime Living,’ 

for People Over 40, 
Plans Debut in May 


New York, Jan. 22—About a 
year ago, after months of won- 
dering about the older people who 
are largely ignored by many maga- 
zines, Henry Schmidt Jr. came up | 
with the idea of a service book | 
that could find readers among the 
53,000,000 Americans now over 40 
and the 18,000,000 over 60 years 
old. 

Mr. Schmidt, who has been as- | 
sociated with several of the mag- | 
azines which made little or no 
play for the aging, brought his 
idea to the Christian Herald Assn. 
(publisher of the Christian Her- 
ald), which shared his enthusiasm. 

In May, Mr. Schmidt, publish- 
er, will see his brain-child make 
its debut under the name Lifetime 
Living—“the magazine for people 
who plan.” The first issue will 
have 64 pages, 429 lines to the 
page. B&w ads (none on liquors 
or cigarets) will cost $800 a page; 
four-color covers will cost $950 
(second and third) and $1,150 
(back). Rates are based on a 
guarantee of 100,000. Printing will 
be handled by the McCall Corp. 
and distribution by Hearst. 


® No advertising manager has 
been named for the present, but 
Ford Stewart, president of Chris- 
tian Herald Assn., and Warren | 
Mayers of the Mayers-Warren 
Thompson Co., publishers’ repre- 
sentative, will sell space and ex- 
plore the market for the new mag- 
azine. 

Lifetime “will be an informa- 
tive service magazine and will! 
help its mature readers in their | 
plans for their finances, their | 
mental and physical health, their | 
recreation and entertainment, their | 
homes and gardens and their tra- 
vel,” said Mr. Stewart. 

Martin Gumpert, editor of Life- 
time, pointed out that “the exces- 
sive youth consciousness so pre- 
dominant today will not belong 
in tomorrow's world. | 


@ “The worship of youth by most} 
media such as advertising, pub- 
lishing, motion pictures—and con- | 
sequently by most Americans— 
is becoming rather ridiculous in| 
the face of changing population | 
figures,” he said. 
The new magazine, which will 
be staffed separately from Chris- | 
tian Herald, will be sold on news- 
stands for 25¢ and by subscription 
for $2.50. | 
For the Christian Herald Assn., | 
the debut of Lifetime marks its| 
first venture into the scientific | 
and educational area, after 75 years | 
of publication in the religious field. | 


| 


ABC-TV Sales Adds Two 

American Broadcasting Co.’s| 
television sales staff in Hollywood 
has appointed Dave Williamson, 
formerly an account executive for 
Don Lee Broadcasting System, a} 
sales representative. A. W. (Lefty) 
Lefler, manager of sales service 
for ABC’s western division for ra- | 
dio and TV, has been promoted 
to sales representative. 


Block Appoints Schnitzer 

H, & L. Block Co., San Francisco, 
manufacturer of men’s sportswear, 
has appointed Bernard B. Schnit- 
zer Inc., San Francisco, to direct 
its advertising. Trade and general 
magazines will be used. Ramsey 
S. Oppenheim Advertising, San 
Francisco, previously had the ac- 
count. 


Bonoil Changes Agency 

Bonoil Packing Corp., Brook- 
lyn, N. Y., has switched its ac- 
count from Hilton & Riggio to 
Hirshon-Garfield, New York. The 
new agency is planning a series 
of promotions in test markets be- 
fore advertising nationally. Tests 
will use TV, newspapers, radio and 
point of sale displays. 


Nash Inc. Appoints Dowd 


Nash Inc., Jersey City, wallet 
;manufacturer, has appointed 
Dowd, Redfield & Johnstone, New 
York, and John C. Dowd Inc., Bos- 
ton, as its agency. A color cam- 
paign in consumer magazines and 
extensive business paper advertis- 
ing is planned. Ralph Harris Ad- 
vertising, New York, is the pre- 
vious agency. 


Hobbs Appoints Metcalt Co. 


Hobbs Mfg. Co., Worcester, 
Mass., manufacturer of paper box 
machinery, die presses, industrial 
shears, cotter pins and lock wash- 
ers, has appointed George T. Met- 
calf Co., Providence, R. I., to han- 
dle its advertising. Trade publica- 
tions and direct mail will be used. 


Fisher Co. Names Agency 

Fisher Scientific Co., Pittsburgh, 
manufacturer and distributor of 
laboratory appliances, scientific 
instruments and chemical reagents, 
has appointed Smith, Taylor & 
Jenkins, Pittsburgh, its advertis- 
ing agency. 


TWO SEPARATE NEWSPAPERS 
ONE LOW RATE — 27¢ A LINE — BUYS BOTH! 


through The El Paso Times 


trade terrifory, 
the Fabulous Southwest, 


and El Paso Herald-Post 


The Zl Paso Times 


AN INDEPENDENT NEWSWAPER 
MORNING AND SUNDAY 


E] Paso Herald -Post 


* SM EIPPL HOWARD NEWSPAPER 
evr 


Represented sotioneily by Scripps-Howard Genera! 
Advertising Department and Texas Doily Press League 


* 


TIMES. STAR 


Prost 


DAILY ENQUIRER 


43 


1941 42 


Source: A. 


Circulation, City and Retail Trading Zone 


B.C. Publishers’ Statements, September 30 of 


“And, remember... the first thing you say 
to any big agency space buyer...” 


more . 


Now 


cach year 


= 


ACME SECRETARIAL SCHOOL 


Make six carbons of this: More and more and 
. . Cincinnati is a morning-newspaper 
town! Today, the Daily Enquirer has more 
circulation wthin the retail trading zone 
ver than the total circulation of any other 
Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, Inc 
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law 42 
e 1951-1950 and December Advertising Pages and Linage in Farm Publications 
‘ : ws Official Figures as Compiled by Farm Publication Reports Inc. 
Publications with an * report directly to ADVERTISING AGE 
ea 43 Current Month Current Month 


Commercial Dis- 


ve Commercial Dis- 
play Excluding 


play Excludi 


Poultry, Classified Poultry, Classified 
‘ Total Advertising, in Pages Total Advertising, in Lines and Livestock, In Total Advertising, in Pages Total Advertising, in Lines and Livestock, In 
Dec. Dee e Year Dee D ear Year Lines Dec. Dec Ye Year Dee. Dec. ear ear Lines 
1951 1950 1951 1950 1951 1950 1951 1950 1950 1951 1 1951 1950 1951 1950 1951 1950 1951 1950 
Farm Magazines Ohio Farmer ... 37.5 27.8 637.4 586.5 28,784 21,349 Y 450,333 25.495 18.146 
Capper’s Farmer 516 383 6042 613.7 35,066 26.021 404.851 417.376 34,142 24,997 regen Farmer asin 32.2 25.2 475.9 470.8 24.36 19.037 359.267 355.987 22 118 17.008 
regon Grange Bulletin 24. . y s \ y . y 0 4 
femmjacanitm <3 GEE Hos USS SOME Seth TEM RSE Sas SERB | trmminn Tome 245 Sg ES 2S ihe Mae Shey Sa 
“Reveals | Siaeeiee- 2h Saas Tee ae ne ae ae nee 
Indiana Edition . y ' A ‘ 5 J J y 40 90 
Seow See Betis §=383 =— -—- te —. Sn — 8 | _ Average 2 Editions 46.8 43.2 8548 7562 34.022 31.427 622.183 550.445 27673 24.907 
Southwest Edition 456 “473 — 31.019 ——  370;574 — 38/179 Rural New Yorker 23.9 23.1 373.7 420.9 18,728 18,116 978 329,895 14.823 13,342 
Py Rn , ‘ —> Utah Farmer “eae 35.3 328 556.9 412.4 26,661 24,833 420,984 311,730 24.064 21.313 
ye allaces armer owa 
te ~ Edition 82.7 66.5 952.6 9558 56.240 45,233 647,749 649.956 53.886 42,328 ps Homestead. ahi 51.6 50.6 940.9 71.7 40.476 39.663 737.720 683.306 35.230 32 162 
- | ashington Farmer . ' y 6. \ y . F 6 
_fiition aie 82.5 67.7 997.9 9744 56.133 46,065 678,495 652,587 53.620 43,272 Wester Farm Lite = 24 165 395.7 3586 rH 12.966 310.073 281.052 16.750 11.023 
i & , , , , erdsmen Edition . ' . . 6. 7,966 t ‘ 476 : 75. 
Se en 80.5 636 M78 9249 S471B 43,236 644.456 628.851 52.769 40.934 | wisconsin Agriculturist 37.1 351 654.3 5945 29105 27.526 _ 513,041 155 _ 28.325 26.505 
Edition 78.1 629 957.8 929.1 53,107 42,751 651.188 631,677 51,099 40,254 Total Group 825.0 725.9 13,796.4 12,730.0 631,630 555.193 10,584,236 9,772,660 535.989 459.765 
Texas Edition 845 694 1,039.6 1,012.0 7,46 47.211 706,935 688.152 54.607 43,523 tIllinois and Indiana editions not listed separately prior to April 1951. Not included in totals. §This edition also 
Average 5 Editions 81.7 66.0 979.1 959.2 55,533 44.899 665.764 652,244 53.196 42,062 | ‘carries all linage appearing in Western Farm Life. 
Successful Farming 89.0 83.7 1149.4 1.1681 40,038 _ 37.648 _ 512.166 _ 525.618 _ 39,096 309 . 
Total Group 308.5 358.4 ~4.982.0 “5,079.9 “228.034 "203,933 2,836,247 2.893.571 220.749 194.657 | Bi-Weeklies 
Not included in totals. §Published only two editions in 1950, so comparable figures are not available Arizona Farmer 69.7 512 831.7 751.9 52.667 38,737 628,696 568.575 47.690 34.809 
California Farmer: 
Monthlies Northern Edition 45.9 43.9 610.3 606.1 34,722 33,179 461,321 458,101 31,064 29.26 
eee Rathi ZSouthern Edition 47.7 47.6 619.7 611.7 36,047 35,993 ; 462.473 32,389 32.074 
s Disest pe tan 2184 2435 —— —=— 42,794 47.706 _ Average 2 Editions 8 458 615.1 609.0 35,385 586 906 460,288 931.727 30.667 
tet th Gar 7 69 BAS SS 720 125 We EN 1 (88 | a Ta Te “en Te Ces ee “ee 
American Poultry Journal Total Group ...... 286 107.3 1.6023 1517.1 96.918 ~ 80.825 1,207,024 1.142807 “87.596 72.128 
zEastern Edition 36.1 381 4332 460.7 15.489 16.359 185.770 197 7.593 6,255 | #Not included in totals. 
zCentral Edition 28.7 29.3 353.1 3866 12,330 12.585 151. 165.838 6.958 5.684 | 
gamers fit, 33 EAE ae es iets, els See Se 
Aver 3 Editions 30.3 318 5 ’ \ ‘ ‘ y 5.938 7 ‘ , 
Races Parmar .. 140 109 1866 1647 10620 8207 141,075 124694 9.698 7.887 Farm Linage Tr end Figures in Thousands 
Better Farming Methods 26.4 27.4 458.4 460.2 11,305 11,763 196.574 197,463 10,793 11,040 
BBetter Fruit 13.7 149 1864 1780 5.789 6.252 76,587 75.323 5.789 6.252 
eeder's Gazette 17.2 138 268.7 2244 7,762 6,221 120,940 101,008 6310 4831 MAGAZINES MONTHLIES 
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idaho Granger 68 7.3 97.1 107.7 7.420 7.980 105,581 116.504 7,378 7.91 
ntucky Farmer 18.2 17.0 2732 237.6 14.306 13,294 214.261 186,261 12.224 11,837 1950 1950 . 
Michigan Farm News 3.7 17 289 22 8.546 4.190 67,407 52.730 8,470 130 DEC. ‘s! ‘50 DEC ‘s1 ‘50 
Missouri Farmer 127 109 879 891 9.662 8,314 65.551 67,303 9,092 967 YEAR ; YEAR 
ational L Stock 
—— 93 7.7 1106 1038 6817 5590 80,715 75.449 6535 5,296 | 
ations Agriculture 71 8.4 92.7 85.3 3,237 3,809 41.652 38,423 3,237 3,809 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
ew Jersey Farm and 
Garden 528 27.1 5196 462.5 23,766 12.217 233,898 208,235 19,464 7.642 1951 1951 1951 
ho Farm Bureau 
© News 97 100 1237 1321 4364 4511 5,205 .011 980 4127| D8«C./632 | DEC. DEC.|199 | 
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Journal 156.1 131.0 1,255.3 1,151.9 65,562 54,852 527,414 483,631 13,339 11,989 : 
Wyoming Stockman- | Weeklies 
Farmer 12.0 157 _216.3 2286 10.752 14.140 _ 198,091 _ 209,338 __7,896 _ 8.400 | Weekly Kansas City Star 
P Total Group 905.2 795.6 10.4736 9,775.7 458.557 397.186 5,350,530 4.954.924 311.310 262.624 Kansas Edition 17.6 138 3194 2918 43.427 33,929 720,992 718,791 35,512 26,149 
ot published in December. <Not included in totals. tNo August 1951 issue. {Formerly Southern Farmer; larger page Missouri Edition . 17.9 13.4 286.4 280.7 202 33,140 705,889 691,717 462 =25.645 
e (1,100 lines) in 1950. Okla.-Ark. Edition 16.7 123 2702 261.8 41.178 30.318 666,108 645.183 34118 23.418 
Newspaper Monthly Farm Sections Dailies 
PP lowa Farm & Home Chicago Daily Drovers 
Register 218 137 2964 2695 23,034 14.604 313,269 287.242 22,768 14,190 journa eer 18.9 378.6 403.3 41.172 40.155 805,526 858,405 27.628 23,579 
*Rurai Gravure 31 3.4 74.2 67.3 3.068 3,365 74,467 67,543 3, 365 Kansas City Daily Drovers 
t*Texas Ranch & Farm 22.4 211 240.3 2047 23.856 22.428 257,040 217.784 20.657 _17,556 entenen, Petite 219 454.1 4814 49,514 46.535 966,572 1.024.395 25.673 24.884 
Total Group 47.3 382 “6109 S415 49,958 40.397 644.776 572,569 46,493 35,111 Ma Baty Sourna 
ia oresr page size (1,065 lines) in 1950. {Formerly Star-Telegram Ranch & Farm News. a Daily Live 6.0 24.3 451.1 474.0 55,522 51.859 960,314 1,009,055 35,873 32,440 
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i Total 828 768 1.5729 1.6634 176.838 163,491 3,348,249 3.540. i 
American Agriculturist . 377 293 378 3278 27.441 21.356 © 270.586 238.810 23.733 18.657 oe . . . 548,249 3,540,118 111.008 96.563 
*California Grange News 7.6 98 M1 138.0 8.29 6 53, y 
Colorado Rancher and Canadian 
Farmer 28.0 183 401.7 3449 21,186 13.856 303,732 260,715 19,009 11,210 | Country Guide, The ... 21.0 22.7 459.8 4806 15,130 16.376 330,899 346.282 15,130 16.376 
*Cooperative Digest 70 148 97.2 86.6 6.195 40.840 36,2 2.940 6,195 Family Herald & Weekly Star: 
Dakota Farmer 38 389 717.7 697.9 30.405 30,502 2.556 547,122 29,184 29,258 zEastern Edition 54.3 57.5 1,029.6 1,076.0 302 57.452 1.029.585 1.076.095 32,789 38,485 
Farmer, The 43.4 423 817.9 735.3 33,992 33,197 641,139 76, 29.746 29,205 Western Edition 438 475 8665 919. 43,762 47,520 866,552 919.569 29,333 34,683 
Hoard's Dairyman 344 26.2 4654 468.8 25.058 19.072 338,722 341,339 19,326 15,228 Average 2 Editions . 49.1 525 481 997.7 49,032 948,069 997,832 31.061 36,584 
Idaho Farmer 3441 260 4944 494.0 25.784 19,691 373.850 373,647 3,541 7,662 Farmer's Advocate & 
*Indiana Farmer's Guide 17.9 16.1 3001 293.2 14.013 12.640 235,318 229,839 10,639 9,198 Canadian Countryman 32.1 31.2 465.2 467.4 22.501 21.854 325,664 327,248 10,389 11,326 
Kansas Farmer 25.9 26.7 495.4 463.9 19.704 20,324 376,365 352.441 6.881 889 Farmer's Magazine ; 22.0 210 386.5 377.5 15,081 14,497 270,282 263.654 10.504 10,320 
Michigan Farme: 346 282 566.7 517.4 26.579 21.631 435,215 397,191 22.217 19.516 Free Press Prairie . 
Missouri Ruralist 249 171 468.7 3786 18.912 13.014 356.175 287,579 17,041 11,797 Farmer 60.8 60.0 1,146.5 1,193.5 66.866 ' 1,264,586 1,316,029 32.798 33,872 
Montana Farmer Western Producer 28.0 27.0 484.8 579.5 29,907 28,753 615.042 620,815 15,975 _ 17.071 
Stockman 43.4 323 7264 6418 32.788 24.438 549,177 485,321 27.664 20,296 Total Group ....... 213.0 2144 3,890.9 4096.2 198.517 199.974 3.754.542 3,871,860 115.857 125.549 
Nebraska Farmer 439 45.0 869.6 8098 33.226 34.006 657.390 612.191 26.492 27,478 Not included in totals. | Combined with Canadian Countryman effective October 1951: formerly Farmer's Advocate & 
t New England Homestead 305 24.3 458.9 409.7 21.362 17,030 321,213 286,851 15,711 11,309 Home Magazine. 
" a — . ———— 
‘Milwaukee Journal’ — ”!*°e fer the second year in a row | Harbaugh Gets CofC Post Donovan Appointed Ad Head Browne Gets New TV Line 


was the Washington Star, with a 
‘51 total of 40,042,712 lines, a 1,- 
187,879-line gain over its 1950 to- 
tal of 38,854,833 lines 


Burton Browne Advertising, 
Chicago, has been appointed 
agency for a new line of television 
sets to be manufactured by Lion 
Mfg. Corp., Chicago. An appropri- 


Charles W. Harbaugh, who has James T. Donovan, formerly 
been manager of the chambers of technical adviser, advertising and 
commerce in Connersville and sales promotion director of F&D 
Anderson, Ind., has been appointed Machine Tool Co., Springfield, 
manager of the domestic distribu-| Mass., has been appointed adver- 


Leads in Linage for 
Second Year in Row 


: The Journal's 1951 volume set) ™ . er - 

*% MILWAUKEE, Jan. 22—In 1951, an alltime industry record and is| tion department of the Chamber of tising and sales promotion man- ation of nearly $1,000,000 will help 

te for the second straight year, the probably the largest volu‘ae of ad- Commerce of the United States, re of Indian Sales Corp., Spring- to launch the new set which is 

: Milwaukee Journal led all U. S vertising carried in any newspa- Washington. field, a = — mo- | expected to be ready for the Chi- 
‘ newspapers in total advertising per, magazine or other printed me- . rae ee ioe po ag one cago July Furniture Market. 

Be volume, with a total of 45,788,894 dium. The Journal’s major gain Arkansas Stations Form Group appointed New England sales rep- 


Guild, Bascom Is Agency 
Guild, Bascom & Bonfigli, San 
Francisco, handles domestic ad- 
vertising for Golden State Co., San 
Francisco. AA _ erroneously re- 
ported Jan. 14 that Batten, Barton, 


Ark.-Tex. Stations, a new radio 
group, has been formed in Texar- 
kana, Ark. Basic stations are 
KCMC and KCMC-FM, Texar- 
kana; KAMD, Camden, Ark., and 
KWFC, Hot Springs, Ark. Frank 


resentative with John Carter &| 


for the year was in classified vol- 
Co., Boston. 


ume 


lines of ad copy, according to Me- 
dia Records Inc. In 1950, the Jour- 
nal carried 44,649,859 lines 

The Chicago Tribune, as in 1950, 
was in second place, with a ‘51 to- 


Patterson Named Ad Director 


Aircraft Corp. to de Garmo 
Thomas J. Patterson, eastern 


Aircraft Engine & Parts Corp., 


Sa es We 


tal of 45,466,900 lines, a 2,287,951- No york has switched its ac.|O. Myers of KCMC is general sales manager and promotion di- | Durstine & Osborn had the account. 
line gain over the previous year. oount from Picard Advertising, Manager of the new organization. rector, has been promoted to ad- 

: The Los Angeles Times, with 42,-| New York, to de Garmo Inc., New vertising director of Family Circle. | Press Assn. Adds Four 
256,545 lines, was in third place, York Accepts Liquor Advertising The Inland Daily Press Assn 


a 2,424,753-line gain over its ‘50 . 
third place total of 39,831,792 Steelcraft Boosts Campftield 

The New York Times remained 
in fourth place with 41,223,199 
lines, up 1,658,728 lines. In fifth 


has elected to membership the Ad- 


The St. Petersburg Independent, 
vertiser-News, Lexington, Mo.; the 


St. Petersburg, Fla., has announced Steelcraft Mfg. Co., Cincinnati, 
that it is now accepting both gen-| has promoted William I. Camp-|Globe and News-Herald, Joplin, 
eral and local brand name liquor field, assistant sales manager, to| Mo., and the Sun-Commercial, 
advertising. sales manager of building products. | Vincennes, Ind. 


Knight Agency Moves 

Vick Knight Agency, Hollywood, 
has moved to its own building at 
812 N. Fairfax Ave. 
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Ohio Chemical Uses 
Impressionistic Art 
to Sell Equipment 


Maptson, Wis., Jan. 22—A fresh 
copy approach is the core of a 
new series of four-color inserts 
scheduled by Ohio Chemical & 
Surgical Equipment Co. here. The 
company which manufactures doc- 
tors’ and hospital supplies, feels 
the different technique is the an- 
swer to its desire for more drama- 
tic advertising as a substitute for 
“the traditional staid ‘catalog’ 
theme.” 

Each ad in the current series of 
six features on one side an im- 
pressionistic color treatment of the 
story behind a specific Ohio Chem- 
ical product, with the standard in- 
formative text on the reverse side. 


Four-color inserts have been 
scheduled for Hospitals, Hospital 
Management, Hospital Progress, 


Hospital Topics, Modern Hospital 
and Southern Hospitals 

Arthur Towell Inc., Madison, is 
the agency. A. V. Scherer is ad- 
vertising manager. 


D'Arcy Adds Account, O'Neal 

D’Arey Advertising, St. Louis 
has been appointed to direct ad- 
vertising for G. S. Suppiger Co., 
St. Louis, packer of Brooks Old 
Original catsup and Brooks Finer 
foods, previously handled by Olian 
Advertising, St. Louis. At the same 
time, D’Arcy added James O'Neal, 
formerly an account executive 
with Olian, to its staff as an ac- 
count executive. 


Gordon Lane Joins NBC 

Gordon Lane, formerly generai| 
manager of James T. Chirurg Co.,| 
has been named New York district | 
supervisor of the merchandising 
department of National Broadcast- 
ing Co. He will also head the newly 
created material unit, which will 
provide point of purchase material 
to be used by the department. 


Associated Names Agency 
Associated Dye & Print Co., Pat- 
erson, N. J., producer of Crush- 
master, Duckmaster and Wash-| 
master fabric finishes, has ap- 
pointed Alfred J. Silberstein, Bert ; 


ForwTure Ace 


|_OF tHE Home FURNISHING 


$ INDUSTEY FOR 30 vtaes 


| 
| does a better 
_ selling-job to 
the Home Furnishings 
_ 
| ‘Field — Cecause - 
Deoler-Readers have 65% of the buy- 
ing power of this 34% billion market. | 
2. Ads have average life of 120 days. 
47 readers per copy. 


Sells the Dealers and the Dealers’ Cus- 
tomers. 


Big king-sized page gives dominance 
to your sales message. | 


The big beautiful magazine with the 
4-color cover. 


Olaest national magazine serving the 
better Home Furnishings stores in 


America. 


FURNITURE AGE 


_4753 NORTH BROADWAY 
‘CHICAGO 40, ILLINOIS 


* 
» 

° « 
NEW APPROACH—This four-color insert 
is one in a series Ohio Chemical & Sur 
gical Equip t Co., Madi Wis.,. is 
using to dramatize its hospital equipment 
advertising. 


fe: 


Goldsmith Inc., New York, to di- 
rect its advertising. Trade and con- 
sumer publications will be used. 


es 


JWT Reorganizes Creative 
Units in Chicago; Adds One 


J. Walter Thompson Co. has re- 
organized the supervisory func- 
tions of its Chicago office creative 
departments. Kenneth J. Ward has 
been appointed copy director, suc- 
ceeding George C. Reeves, who 
has been named manager of the 
Chicago office; J. Mark Hale and 
Norton O'Meara have been ap- 
pointed associate copy directors. 
All are v.p.s. Frederick W. Boul- 
ton, v.p. and executive art director, 
will act as director of creative 
services, coordinating all creative! 
functions, including television, and 
George Baier becomes manager 
and administrative head of the art 
department 

John Anastos, formerly with} 
Chain Store Age, has been ap-| 
pointed to work on special mer-| 
chandising and advertising in the 
institutional trades for the Kraft| 
Foods account in Chicago 


| Barker to Faber Advertising | 
Robert W. Barker has been ap-| The Network of Weekly Newspopers reaching the U. $. Armed Forces Everywhere 


pointed an account 


polis. 


»xer Je f 
I ’ t executive Of| waswiNGTON: 3132 M St., N.W. 
F. H. Faber Advertising, Minnea-| NEW YORK: 4) East 42nd St. 


Expands Into Consumer Ads 
Atlantic Tubing & Rubber Co., 
Cranston, R. 1. which previously 
has used trade advertising, is ex- 
panding to use space in Good 
Housekeeping for its plastic and 
rubber garden hose. The account is 
handled by Fitzgerald Inc., Provi- 
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‘Dispatch’ Shifts Tuttle 


Winthrop S. Tuttle, publisher of 
the Daily Dispatch, Oneida, N. Y.. 
has resigned as president and 
treasurer of Oneida Dispatch Corp. 
and as editor of the paper, and has 
been elected chairman of the 
board. He is succeeded in the three 
posts by his son, John T. Tuttle. 


SELLING 


POWER . 


You apply selling power where it counts when you sell the Armed Forces 
and their dependents through this network of ‘TIMES’ circulation spreading 
all over the world. Three weekly newspapers, each published in editions at 
home in Europe and the Pacific, reach your prospects where they live and 
work. Buy space in a single edition or in any combination to dovetail with 


your distribution . 


. . the economical way to reach this army of consumers. 


SEND FOR DATA: Booklet ‘‘Mass Selling & Sampling to the Millions’’ is 
packed with data. Describes our valuable merchandising services for adver- 
tisers. Request your free copy from nearest advertising offices: 


Members: Audit Bureau of Circulations 


Army Times—Air Force Times—Navy Times 


(Est'd. 20 October 1951) 


CHICAGO: 203 N. Wabash Ave. 
PHILADELPHIA: R. W. McCarney, 


1015 Chestnut St. 


Also: LONDON - FRANKFURT - TOKYO 


“Do you use the Classified Telephone 
Directory?” we asked purchasing agents 
of 217 industrial firms. 99% answered 


“Te 


Most of them said they used the ‘yellow 
pages’ of the telephone directory to find 
suppliers of new products or services. 


pages’ over a list of your local distribu- 
tors or agents. 


More and more leading manufacturers 


use Trade Mark Service to reach purchas- 


33% also said they found the ‘yellow 
pages’ a convenient time-saver when 
placing repeat orders. 


When you want to reach purchasing 
agents you’ll find Trade Mark Service in 
the ‘yellow pages’ a mighty effective way 
to give them buying information about 
your industrial products. It puts your 
trade-mark or brand name in the ‘yellow 


ing agents and build sales. Isn’t it a good 
idea to put this service to work for your 
business? 


NG GUIDE 


AmeRICAS 
FoR 


00 pp 00 VARS 


For further information, call your local telephone business office or see the latest issue of Standard Rate and Data. i A ) 
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Sholl & Co. Names Tricomi 

Ernest J. Tricomi, formerly sales 
ind advertising manager for J. T 
Murphy Co., has joined the cre- 
ative staff of Raymond A. Sholl 
& Co., Philadelphia. At one time, 
Mr. Tricomi headed the copy- 
service department of the Courier- 
Post, Camden, N 


KRON-TV Appoints Irving 


D. Irving, formerly an 


toland 


has been appointed promotion 
manager of KRON-TV, San Fran- 
cisco. He succeeds E. W. (Bill) 
Malone, who has resigned to form 
a syndicated radio program sales 
organization 


TV Studio in TV-less Denver 
Cormack Industries, an adver- 
tising display studio specializing 
in TV scenery, background, models 
and spot commercial art, has been 


account executive for Emil Rein- established recently in Denver, 
hardt Advertising, Oakland, Cal., which has no television station 

“SELLING IS REACHING PEOPLE WHO 
CAN BUY, AND ARE WILLING TO BUY” 

Selling, regardle f what you have to sell or wh doing 

he ell ng. means reaching and t ak ng to the people wh 
can bu nd wh gre willing to Duy says Sam Cohen 

pre Jent Vf ' hen Wholesale Gr cers Inc n § UX Cc ty 

low 

The re t now Mr te ne ntinue 

that 4 City Journal and Journo 

Tribe papers reach the people ur 

retail trade area*, wt In buy and wh 

Ti will Py t tne product tnat we 

; ix City ited the heart { th, 

rich midwest, has me ran are ula Sam Cohen 

tion of 103.917 and ne of the tor 

k market n the natior 
*Sioux City A.B.C. Retail Trade Area (49 counties in 
lowa, Nebraska, South Dokota, Minnesota). Popula- 


tion—818,400 “Bu 


of growth, too: a 399% 


the past ten years: a 2906 


in both instances). North 


—and spending at a record rate! 


ONLY NORTH DAKOTA DAILIES GIVE 
YOU BLANKET SATURATION 
IN THIS RICH MARKET AREA! 


No other publication, or group, can give comparable 


hard-hitting market penetrat 


—at such low cost. North Dakota families, rural and 
urban, read NORTH DAKOTA DAILIES FIRST 


—for the locally edited news 


. and back up their reading preference with 
buying power that pays real dividends for the 
advertiser. Don’t overlook the rich North Dakota 
market—and the NORTH DAKOTA DAILIES. 


DEVILS LAKE JOURNAL 


JAMESTOWN SUN 


Trapnet waste CO ACENTUS 


...and in North Dakota, the nation’s largest wheat 


y Minded” people. 


(Advertisement) 


Organized by two brothers, Robert 
B. and William W. Cormack, the 
company has found a ready mar- 
ket for its “self-contained” trade 
show and convention displays. It 
is believed to be the only studio 
of its kind in the Rocky Moun- 
tains. 


Pepperell Pushes Sheets 

Pepperell Mfg. Co., Boston, is 
using b&w pages in Better Homes 
& Gardens, Modern Romances, 
Today's Woman and Woman's Day, 
as well as the Nancy Sasser col- 
umn in Ladies’ Home Journal, to 
promote its Form Fit sheets. 
Counter cards also are offered in 
the current campaign, which runs 
through spring. Benton & Bowles, 
New York, is the agency. 


Bunny Bear Promotes Crib 
Bunny Bear Products, Everett, 

Mass., is using Living for Young 

Homemakers and Parents’ Maga- 


tine, shelter and baby magazines 
to promote its new Carry-Crib 
portable baby crib. A color page 


in Parents’ sponsored by the vinyl 
film division of Goodyear Tire & 
Rubber Co., Akron, will feature 
the product. Silton Bros., Boston, 
is the Bunny Bear agency 


Cy Schelly Joins F&S&R 

Cy Schelly, formerly publicity 
director of WJMO, Cleveland, has 
joined the staff of Fuller & Smith 
& Ross, Cleveland 


producer, fast climbing incomes are reflected in other kinds 


increase in bank deposits for 


¢ increase in retail sales 


for the same period (North Dakota second in the nation 


Dakota families are saving 


ion in North Dakota 


ot their community 


MANDAN DAILY PIONEER 


VALLEY 
BISMARCK TRIBUNE 


+ craneou!?- 


oetle 
= 
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a) 
CITY TIMES RECORD 


weet 
= one 


Advertising Age, 


COMEDY HOUR OFFICIALS—To judge from their expressions, 
‘Colgate Comedy Hour” telecast from Hollywood. 


about the 


everybody's happy 
Meeting after the 
telecast are Pete Peterson, Ted Bates & Co.; Robert Healy, ad director of Colgate- 
Palmolive-Peet Co.; Jo Rines, She’man & Marquette; Norman Blackburn, director 
of network TV operations for NBC, Hollywood; Bill Templeton, Sherman & Marquette. 


| 250,000 Consumers Hung Capehart's P-O-P 
| Ad Messages in Homes at Christmas Time 


Fort WAYNE, INb., Jan. 22—Cape- 
hart-Farnsworth Corp. not only 
|managed to persuade almost all 
|of its dealers to use its Christmas 
| point of sale material, it succeeded 
jin getting P-O-P displays up in 
some 250,000 homes—and on the 
Christmas trees, at that. 

The unusual result was achieved 
|through use of “Toi-Mobile,” 
colorful three-dimensional  cut- 
outs of candy canes, a Christmas 
'tree, a Christmas wreath and an 
j}angel, all of which dangled from 
| strings in a tine balance 

The company took its cue from 
the larger “Displa-Mobile,” cre- 
ated for dealers’ showrooms by 
Berger-Amour, Chicago designer. 
| The larger dealer promotion piece 
designed that the various 
elements slowly turn in the slight- 
est breeze. 


a 


is so 


® In preparing the Christmas cam- 
paign and the supporting program, 
including streamers, window cards 
and similar material, Capehart- 
Farnsworth decided to employ a 
miniature of the dealer P-O-P ma- 
terial as a retail traffic builder. 
The result was gratifying. Al- 
though the Toi-Mobiles were sold 
to dealers in lots of 100—and a 
minimum order of 500—most deal- 
ers reported that their stocks were 
exhausted early in December. 
According to E. Hoy McConnell, 
sales promotion manager of Cape- 
hart, the novelties excited com- 


ment and questions from consum- 
ers and that after one family had 
obtained the Toi-Mobile in a 
neighborhood, the neighbors soon 
followed suit. The only “commer- 
cial” was a “Merry Christmas, 
Capehart” on the angel. The gift 
was given to the consumer as a 
six-page folder, which could be 
assembled as a family activity. 


Names Harriette Reines A.M. 

Harriette Reines, formerly fash- 
ion coordinator and publicity di- 
rector with Frank & Masket Inc., 
has been appointed to the newly 
created post of advertising and 
publicity director for Charma 
Brassiere Co., New York. A pro- 
gram of expanded trade and con- 
sumer advertising and publicity is 
planned. 


Robe Maker Changes Agency 


Van Baalen Heilbrun & Co., New 
York, maker of State-O-Main 
men’s and boys’ robes, has named 
Roy S. Durstine Inc., New York, to 
handle its advertising. Magazines 
and Sunday supplements will be 
used. The account previously was 
with Hirshon-Garfield. 


Myette Joins Hanley Co. 
Joseph J. Myette, formerly sales 
manager in Rhode Island for Mc- 
Laughlin & Moran Co., Cumber- 
land, R. I., liquor distributor, has 
been appointed sales manager of 


James Hanley Co., Providence, 
R. I. brewer of Hanley’s beer 
and ale. 


“we take 


WARWICK 
service and 


quality 


to hang a rail.” 


Artists, 


% 


for granted” 


“We come as close to taking Warwick's quality and service for 
granted as you do anything in this business. 


Warwick serves Advertising Agencies, 
Manufocturers in 24 states and Mexico 
Mail us your typographical problems for fast, 
efficient help. Send for new type specimen book. 


WARWIC 


S. 920 WASHINGTON AVENUE « ST. LOUIS, MO. 


When a job comes up that’s rolling late by the time you get it, 

it helps a lot to know you can take out the safety allowance for type 
revisions and put it someplace else where it’s badly needed. 

We often go to Warwick driving close to the rail, and we've yet 


Printers, 


TYPOGRAPHERS 
INCORPORATED 


... overnight by rail and air from nearly all U. S. 
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Admiral Corp., Chicago, has be- | Roxanne Appoints Wexton 


promotion, which will cover 42 
states. 

Admiral radios will be featured 
until March 15 when the promo- 
tion will switch to the company’s 
1952 refrigerators. Erwin, Wasey 
& Co., New York, and Tatham- 
Laird, Chicago, handle the radio 
and the household appliances ac- 
counts, respectively. 


Boyle Joins Philip Lesly 


Leo J. Boyle, formerly regional 
director of public relations for 
American Airlines Inc. in Boston, 
New York and Chicago, and more 
recently office manager of public 
relations for Hotpoint Inc., Chi- 
cago, has been appointed an ac- 
count executive of Philip Lesly 
Co., Chicago, public relations 
company. 


Roxanne ABC Swimsuits 
appointed Wexton Co., New York, 
to handle its advertising. Dealer 
promotion, consumer and trade ad- 
vertising is planned. 


has | 


Lemon Juice Corp. to Muench 


Pure Frozen Lemon Juice Corp. 
of America, Chicago, has appointed 
C. Wendel Muench & Co., Chicago, 
to handle its advertising. The 
Muench agency has taken over a 
current newspaper and car card 
campaign from Ruthrauff & Ryan, 
the company’s previous agency. 
Newspapers, car cards, radio and 


45 


TV will be used in an expanded 
program for the company’s frozen 
lemon juice and a new product, 
soon to be announced. 


Thomas Harris Opens Agency 

Thomas J. Harris, formerly a 
v.p. of Hamilton Advertising, Chi- 
cago, has opened his own agency 
at 221 N. La Salle St., Chicago. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


a 


Advertising Age, January 28, 1952 
McKenna Will Head Dept. of Commerce Names 
‘Hard id’ Motley Chairman of Council 
araware W r Arthur H. Motley, president of 
6 0 Parade Publication Inc., New York, 
H s s ‘ and publisher of Parade, has been 
Distribution Age appointed chairman of the Na- 
New York, Jan, 22—Robert E.| — Distribution Council of the 
McKenna, formerly an advertising | —— of Commerce. He suc- 
sales representative on Flow, al Served tee tee ind ahi: 
materials handling paper published| The 39-member council is an 
by Industrial Publishing Co.,| advisory committee to the Secre- 
Cleveland, has been appointed tary of Commerce, established in 
publisher of two Chilton publica-| 1946 to help solve problems re- 
tions—Distribution Age and Hard-| lating to distribution and to stimu- 
ware World. | late a better nationwide under- 
He succeeds H. S. Webster Jr.,| standing of the vital eats played 
as publisher of Distribution Age, —— a 
and Edw. M. Grinnell, as publisher si 
of Hardware World. Mr. Webster Admiral Starts Outdoor Push 
will remain in New York as east- ; 
ern regional manager, and Mr.,| for Radio in TV-less Cities 
Grinnell continues as editor of the 
nei fi S » | gun a 24-sheet outdoor poster cam- 
eng Be se hardware paper in| paign to promote Admiral radios 
bathe lat . and household appliances in 202 
Distribution Age will be moved| cities without television stations. 
to Philadelphia as soon as possible,| Both illuminated and non-illumi- 
Joseph S. Hildreth, president of| nated signs will be used in the 
Chilton Co., told AA, and the scope | 
of the paper will be broadened | 
with particular emphasis on ma-| 
terials handling. The DA Ware- 
house Directory, Mr. Hildreth said, | 
will continue to be published an-| 
nually. 


James Brownlee Appointed 
Minute Maid Board Chairman 


James F. Brownlee, general, 
partner of J. H. Whitney & Co., 
New York, has been elected chair- 
man of the 
board of Minute 
Maid Corp., New 
York. He suc- 
ceeds Alexander 
Standish, who 
will continue to 
serve as a di- 


rector of the 
corporation. 
Mr. Brownlee, 


who has been a 
director of Min- 
ute Maid since 
1950, has had 
long and varied experience in mer- 
chandising. He was formerly v.p. 
in charge of sales and advertising 
and a director of General Foods 
Corp., New York, and later presi- 
dent of Frankfort Distilleries Corp., 
New York. He is vice-chairman of 
the Committee for Economic De- 
velopment and a member of the, 
board of a number of corporations. 


James F. Brownlee 


| 
Borg-Erickson Sues Detecto | 
for Piracy of Scale Design 

Borg-Erickson Corp., Chicago 
bathroom scale manufacturer, has | 
filed suit against Detecto Scales | 
Inc., Brooklyn, claiming unfair} 
trade practice in that Detecto 
makes and sells a flat-type bath-| 
room scale “so similar in size, | 
shape and appearance” to the Borg | 
scales that one brand “cannot be| 
readily distinguished” from an- 
other. 

The complaint states that by} 
expending “large sums of money” 
on research, mechanical develop- | 
ment, advertising and sales pro- 
motion, Borg-Erickson achieved 
national sales leadership in the} 
bath scale industry. In July, 1951,) 
according to the complaint, De- 
tecto first advertised and offered 
for sale a flat-type scale so similar | 
in exterior design to Borg-Erick-| 
son’s flat-type bathroom scale that 
“great damage has been done to 
the plaintiff's business, reputation 
and good will.” 
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Gotham Promotes Egan 

Gotham Hosiery Co., New York, 
has promoted J. W. Egan Jr., who! 
joined the company last year as 
merchandising research director, 
to general sales manager of both 
the hosiery and lingerie divisions. 
Mr. Egan at one time was adver- 
tising manager of the New York 

imes. 


Campbell Promoted to A. M. 


Ethan H. Campbell, merchan- 
dising manager, has been promoted 
to national advertising manager of 
the News-Press and Gazette, St. 
Joseph, Mo. A prisoner of the Jap- 
anese for more than three years, 
Mr. Campbell joined the adver- 
tising department of the newspa- 
per in 1946. / 
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he letterhead, LYCOr youll, / find 
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COCKLETONE BOND 


Leaders in the world of 
finance — men whose judg- 
ment helps determine America’s 
investment in the future—know 
the importance of selecting the 
proper letterhead paper to rep- 
resent them. It is in the offices 
of such executives that you find 


business messages. 


on bh 


Cockletone Bond today. They 
have discovered in this paper not 
one, but all the qualities they 
want —the firm “heavy” feel, 
lively crackle and snap, the rich 
shade of white to lend dignity 
and impressiveness to their 


you see this 


shield on a print shop window. Let it be your assurance of quality printing. 


SEND THIS COUPON for the Free Cockletone Bond Portfolio. It 
contains a wide assortment of good, modern letterhead designs. 
You'll find it belpful in improving or redesigning your present 
letterheads. We will also include a sample book of Cockletone 


Bond. 


Hammermill Paper Company, 1459 East Lake Road, Erie 6, Pennsylvania. 


Name 


| *osition 


(Please attach to, or write on, your business letterhead.) 


Cockletme ware 


AA.1-28 
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Agency Adds Two Accounts 
Valentine-Radford, Kansas City, 


has been appointed to handle ad- york, 


vertising for Koch Supplies, Kan- 
sas City, manufacturer and dis- 
tributor of machinery and equip- 
ment for the meat packing and 
processing industries (media will 
be trade papers and direct mail). 
Also appointing the agency is 
Mid-Continent Airlines Inc., Kan- 
sas City (newspapers will be 
used). The latter account formerly 
was handled by Bruce B. Brewer 
& Co., Kansas City. 


‘Male,’ ‘Stag’ Name Fenton 

F. Robert Fenton, formerly with 
the sales staff of TV Guide, has 
joined Magazine Management Co., 
New York. He will work on Male 
and Stag. 


EXTRA 
Photos in advertising ovt-pul! 
line of wash drawings by 
cimest 50% Adv. Research 
Fdn. wurvey proves. Write 
fer Proofbeok 1-A of copy- 
stimulating phetos available 


scription plan. 


207 E. 37th St., M. Y. Ory 16 


Companies Tie In on Ads 


United States Rubber Co., New 
and Pullman Couch Co., 
Chicago, will take facing pages in 
House Beautiful and Life next 
June to push Koylon foam cush- 
ioning and its incorporation into 
Pullman furniture. Fletcher D. 
Richards Inc., New York, is U. S. 


Rubber’s agency and Ewell & 
Thurber Associates, Chicago, is 
Pullman’s. 


NBC Appoints Clancy 


Donald Clancy, formerly asso- | 


ciate attorney of American 
Broadcasting Co., has been named 
supervisor of radio and TV con- 
tracts for National Broadcasting 
Co., New York. William M. Kelley, 
who formerly held that title at 
NBC, has been appointed radio 
station relations contact repre- 
sentative. 


DuMont Moves in Chicago 
The central division headquar- 
ters of the DuMont Television Net- 


SINGLY of money-saving sub work has been moved to the Tri- 
EYE*CATCHERS, inc. Une Tower, 435 N. Michigan Ave., 


Chicago. 


“Outstanding 
results with 


KWKHW’ 


’ 


Says MASON JACKSON, JR. 


TRE Mason jackson Company, Shreveport 


IMPORTANT LOUISIANA FOOD BROKER 


The Mason Jackson Company is one of the 
-known food brokerage houses in the 
uisiana-Arkansas-Texas area. It is 


is a hard- 


hitting organization headed up by a man who 
hnows selling. This is what he recently wrote us: 


: 
: 


“C 
omplete coverage of a trading area brings 
outstanding results. That has been our ex- 


perience with KWKH’s complete coverage 


of Northwest Louisiana, Southwest Arkansas 


and East Texas, the 


Ark-La-Tex. As food 


brokers, serving this vast area, we have been 


well pleased with the results obtained for our 


products. 


(Signed) Mason Jackson, Jr.99 


Seudy No. 2—Spring 1949 


and Oklahoma counties.) 


KWKH DAYTIME BMB MAP 


KWKH's daytime BMB circulation is 303,230 families, 
daytime, in 87 Louisiana, Arkansas and Texas counties. 
227,701 of 75.0% of these families are “average daily 
listeners”. (Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 


; KWK 


SHREVEPORT 
50,000 Watts eCBS 


_ LOUISIANA 


Teereryern: > - > 


The Branham Company, Representatives 


Henry Clay, General Manager 


“A Shreveport Times Station’ 


BAKERS SHIFT TO RADIO—Going over ‘52 ad plans for the Bakers of America, 
Chicago, which includes a shift to radio from national magazines, are (in the 
usual order) Walter H. Hopkins, director of the Bakers of America program; J. Roy 
Smith, chairman of the program planning committee; John F. Hunt, v.p. of Foote, 
Cone & Belding, agency on the account, and Arthur Schultz, FC&B account executive. 


Eight Cleveland AM Stations Plan Joint 


Investigation of Ad Media Effectiveness 


Fla., which retained C. E. Hooper 
Inc. to do the research. However, 
the project turned into a fracas 
when three of the stations accused 
the fourth of unfairly attempting 
to boost its listenership. 


CLEVELAND, Jan, 22—Cleveland’s 
|eight radio stations have agreed 
;to underwrite an extensive re- 
search project to determine the 
penetration of all advertising me- 
| dia in the greater Cleveland area. 
| The results of the final study 
|—if negotiations for the research 
are satisfactorily concluded—will 
show the amounts of time which 
the average Cleveland resident 
spends in listening to the radio, 
| watching TV, reading magazines 
| and reading newspapers. 

In addition, the stations hope to} 
develop cumulative data to show | 
how many different people are 
| reached by advertising impressions 


California Tuna Canning 
Names Lane Sales V. P. 
California Tuna Canning Co. has 
appointed James B. Lane, formerly 
sales v.p. of Westgate-Sun Harbor 


Packing Co., v.p. 
in charge of sales. 
Joining him at 
Cal-Tuna from 
Westgate-Sun 


Harbor are Larry 


M. Kaner and 


| during any given week or month.| Jack Buchanan, 
Further, the group hopes to dis-| sales executives. 
|cover the number of magazines,|Hap Holliday, 


| newspapers, radio sets and televi-| Cal-Tuna 


sales 


| sion receivers in the average home.| Manager, has 
} 


|@ In discussing the meeting, a 


| spokesman for Station WGAR said | 


| that “it was felt that present TV) 


the number of TV sets now actu- 
ally in working order in the num- 
|ber of homes as presently pub- 
lished.” 


the stations also will attempt to 
| develop information on the amount 
of listening done away from home 
during various hours of the day 
or night, although the method 


'such data was not disclosed. 
When negotiations get under 
way with the still unnamed “na- 
tional research organization” 
which will conduct the study, the 
stations will explain that, ulti- 
mately, they hope to “relate the 
cost of advertising per person! 
reached per dollar spent, to the 
various media in Cleveland. This 
information would be incorporated 
in an over-all presentation which 


| would be shown jointly by the | 


stations to local and national ad- 
vertisers.” 


s The eight stations—WDOK, 
WERE, WGAR, WHK, WJMO,)| 
WJW, WSRS and WTAM—will 
meet again in about a week to| 
work out details and to discuss 
the possibility of retaining a con- 
sultant who would assist in the 
development of a year-round sell- 
| ing program. 

Although radio stations in other | 


joint promotions designed to make 
listeners and advertisers more con- 

' scious of the medium, probably no 
radio group has produced as com- 
prehensive a media study as that 
planned by the Cleveland stations. 
A cooperative rating project was 
undertaken early last year by the 
four network outlets in Orlando, 


general ° 
Tampa, has been named general! *-+% 
advertising director of Tampa! ’; 
Times Co., a new post created “to! “ 
}meet the necessity of coordinating 
the advertising sales efforts of the 
|company for both newspaper space | 
and radio time.” 
Mr. Mitchell will continue to 
cities—notably Detroit and Tulsa|direct WDAE and Donald E. Mc- 
—have banded together to conduct | Intosh will continue as advertising 
manager of the Tampa Times. 


Offers Food-Saver Bag 


Lever Bros., New York, 
fering no-rinse Surf food-saver 
bags without extra cost to cus- 
tomers in retail stores. The store 
bundling operation gives the bag 
away with two large-size or one 
giant-size package of Surf. 


been promoted to 


| advertising and 


public relations 


director. 


+V|_ Mr. Lane began his career in the 

| figures, based upon cumulative industry in 1945 with Westgate * 
| totals which have piled up in the, Sea Products Co., becoming head 
last few years, do not represent| Of the sales division when that 
company merged with Sun Harbor 
Packing Co. in 1950. 


|C. E. Hooper Inc. Expands 
The ambitious joint project of Interviewing Schedules 

C. E. Hooper Inc., New York, has 
announced an expanded inter- 
viewing schedule in New York, 
Los Angeles, Chicago, Philadel- 
ma Boston and Detroit for the 
; “Colgate Comedy Hour” 
which would be used to gather/Ty) and the ALL Star Revue”) 
(NBC-TV). For these programs, | 
which feature different talent each 
week, interviewing will be done 
weekly. More frequent reports also 


Bas 


Advertising Age, January 28, 1952 


Hartshorn Co. Sets Ad Plans 


Stewart Hartshorn Co. will in- 
troduce its new plastic window 
shades with full pages in March 
issues of Good Housekeeping, 
House Beautiful, McCall’s and 
Woman’s Home Companion to run 
for the remainder of the year. In 
addition, five radio and five TV 
spots weekly will be used on 18 
| stations in six major markets, and 
la special newspaper mat service 
is being planned for department 
stores. Riedl & Freede, Paterson, 
N. J., is the agency. 


Walkmeyer Joins Mactadden 


Robert H. Walkmeyer, formerly 
| with the sales division of Sherwin- 
Williams Co., Cleveland, has joined 
the western sales staff of Macfad- 
den Men’s Group (Sport, Saga 
and True Detective). 


| Shontex Appoints Mayers 
Shontex Co., Santa Monica, 
| Cal., manufacturer of Shontex hair 
shampoo and other hair prepara- 
tions, has appointed Mayers Co., 
Los Angeles, to direct advertising. 
Associated Advertising, Los Ange- 
| les, is the former agency. 


DO THESE TWINS 


LOOK ALIKE TO YOU? 


Parade and Toni know 
there’s a difference 


| because Toni put it in Parade. 


‘ 
+ 


>! 
92 


y Eats és 


ME 
ae” * 


These identical twins were pictured in 
identical ads for Toni Home Permanent. 
But one picture did more for Toni — 


4 
! 


| In Parade, the Toni ad pulled 80% 
| more readers per dollar than the same 
ad in a top weekly—146% more than in 


a top women’s service magazine, accord- | 


ing to Starch surveys. 


Unusual? No. In the last 3% years, 


and women’s magazines. 


will be made available, as a part) 


of this extension, on the CBS-TV 
shows—“Toast 
| “Jack Benny Show” and the “Ken 


Murray Show.” 


These new ratings will appear in 
the complete 
above-mentioned six cities as well 
as in Advance TV-Hooperatings 
and the TV Home Hooperatings 
Pocketpiece. | 


Tampa Times Co. Creates 
Top Ad Post for Mitchell 


L. Spencer Mitchell, for 21 years 
manager 


of 


reports 


DAE, | 


Parade led in readers per dollar in 651 
of all 670 identical ads seen in weekly 


Alert editing makes Parade America’s 
best-read magazine. It’s in the big 5 
| million circulation class and offers 20% 

or more coverage in 2,000 rich markets. 
Want better readership for your ad- 
| vertising? 
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3 Carrier Corp. 
Men, ‘AA’ Writer 
Die in Plane Crash 


New York, Jan. 23—Several 
well known figures in the news- 
paper, public relations and busi- 
ness fields died in the airplane 
crash late yesterday afternoon at 
Elizabeth, N. J., which killed 31 
persons including Robert P. Pat- 
terson, former Secretary of War. 

Among those who died in the 
crash were: 

KENNETH R. WILSON, 48, Ottawa 
correspondent of the Toronto Fi- 
nancial Post and of ADVERTISING | 
AGE. One of the leading business 
writers of Canada, he was on his 
way to Washington to gather mate- 
rial for several articles. Born in 
England and reared in Brantford, 
Ont., he joined the Financial Post 
following his graduation from Vic- 
toria College. He was appointed 
Ottawa correspondent in 1940, and 
has represented AA there for 
nearly ten years. 

JOHN F. CueEster, 46, director of 
public relations for the Carrier 
Corp., Syracuse, and formerly gen- 
eral business editor of Associated 
Press. He had also served the wire 
service as a foreign correspondent 
and was chief of the AP bureau 
in Cairo during the Teheran Con- 
ference. } 

Car. U. Spriccs, 45, manager of 
sales for the Carrier Corp. After 
his graduation from Dayton Uni- 
versity in 1929, he worked for Gen- 
eral Motors Corp. for six years 
before joining Carrier as a sales- 
man. 

H. Lee Sterry, 50, director of 
production management for the 
Carrier Corp., and executive as- 
sistant to the president for the past 
several years. 


BERNARD L. COHN 

MEMPHIS, Jan. 22—Bernard L. 
Cohn, 63, v.p. of Cole & Co., ad- 
vertising agency, and formerly 
publisher of the old Memphis News 
Scimitar before its consolidation 
with the Memphis Press, died to- 
day. 

Born here, he was graduated 
from Columbia University and 
worked for the New York Times 
before returning to Memphis and 
becoming a reporter for the Scimi- 
tar. He served the paper in various 
capacities until about 1915, when 
he was made business manager 
and publisher. 

After leaving the _ publishing 
business, he became advertising 
manager of Plough Inc., the drug 
company, and later was commer- 
cial manager of WREC, before 
joining Cole & Co. 


WILLIAM B. FINNEY 

Sarasota, FLA., Jan. 23—William | 
B. Finney, 72, retired president of 
W. B. Finney Advertising Agency 
in Kansas City, Mo., died here yes- 
terday after a long illness. 


RICHARD CONNOR 

LARAMIE, Wyo., Jan. 24—Rich- 
ard Connor, 49, owner of Station 
KOWB here, died Jan. 17 of a 
heart ailment. | 

Mr. Connor had purchased the | 
station and moved to Laramie two} 
months ago. Before that he had 
lived in Los Angeles, where he was 
associated with KRKD and KMPC. 


BERT JOHNSTON 


CINCINNATI, Jan. 22—Bert John- 
ston, 53, founder and president of 
Cincinnati's first motion picture 
and fiim slide production company, 
Bert Johnston Productions Inc., 
died here Friday after a short ill- 
ness. 

Before starting the raotion pic- 
ture business six years ago, Mr. 
Johnston had operated his own 
advertising agency in Cincinnati. 
Prior to that, he had been adver- 
tising manager of Kroger Co. for 


12 years, \ 


| business manager in 1947. 


Mr. Brown joined National Re- 
search as a salesman 17 years ago. 
He was appointed sales manager 
in 1943 and two years later was 
named a v.p. 


Lee Hart Leaves BAB 

Lee Hart, retail sales and ad- 
vertising specialist for the Broad- 
cast Advertising Bureau, New 
York, has resigned, effective Feb. 
1, to make her home in Hollywood. 


JOHN M. FLOYD sistant advertising manager of the 
MILWAUKEE, Jan. 22-—John M. St. Paul News. Before joining the 
Floyd, 56, executive v.p. of A. O.| Plain Dealer, he traveled as mar- 
Smith Corp., died Jan 19 at his | keting analyst for Hearst papers. 
home after an illness of several! 
months. |W. CLARK BROWN 
LYNCHBURG, VA., Jan. 22—W. 
L. L. DESAULNIERS Clark Brown, 71, a v.p. of the 
ANsoniA, Conn., Jan. 22—Lu-| National Research Bureau of Chi- 
cien L. Desaulniers, 76, publisher | ©48° died at his home here Sat- 
and business manager of the An-| Urday after a long illness. 
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Fahrney & Sons Names Agency 

Dr. Peter Fahrney & Sons, Chi- 
cago, has switched its advertising 
account from Street & Finney, Chi- 
cago, to Tim Morrow Advertising, 
Chicago. 


Carter Promotes Two Execs 
Carter Advertising, Kansas City, 
has promoted W. G. (Bill) Rowe, 
v.p., to executive v.p. and Fred V. 
Klemp Jr., account executive, tov.p 


sonia Sentinel, died Jan. 18 after 
a five-month illness. 

A native of Quebec, Mr. Desaul- | 
niers joined the Sentinel in 1915 
and was named publisher and 


“SO EASY!” 


Bonking by mail 1s so cosy and convenent with 
First Nationa! moi! depout envelopes Checking 
or Sowings. Ask for turther intormanon 

FIRST NATIONAL BANK IN ST. LOUIS 


THE FIRST 


NATIONAL GAmK 


FLOYD E. BROWN 

CLEVELAND, Jan. 22—Floyd E. 
Brown, 70, director of market re- 
search for the Cleveland Plain} 
Dealer since 1931 and veteran of 
newspaper advertising, died Jan. 9 
at his home here. 

Mr. Brown’s first advertising 
job was with the Louisville Her- 
ald, which he left to become as- 


IW ST.LOUIS 


Agency: Gardner Advertising Company 


33 years! 


“A forceful medium for 


selling bank services” says 


William M. Sherrill, Ad 
vertising Manager, First 
National Bank St. Louis, a 


continuous user of car 
cards since. they started in 
business 33 years ago. 
Loomis 
Advertising Co. 
506 Olive Street 
St. Lonis 1, Missouri 


McClatchy Newspapers 


THE SACRAMENTO BEE © THE MODESTO BEE ~ 
National Representatives . . . O’Mara & Ormsbee, Inc. 


i vb without the 


4 BILLION 
DOLLAR 
VALLEY 


THE 


BEES 


As many people as Detroit! As 
much buying power as Boston and 
Pittsburgh combined !* That’s Cali- 
fornia’s inland market—+the Billion 
Dollar Valley. But remember—it’s 
an independent market. One you 
just don’t cover with San Fran- 
cisco or Los Angeles papers. To do 
the job, you need the solid local 
papers—The Sacramento Bee, The 
Modesto Bee and The Fresno Bee. 
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Wants ‘Outsiders’ Protected 
from Negative Angle 

To the Editor: Somebody is out 
of step in their appraisal of adver- 
tising, and I hope it isn't me. I'm 
just old fashioned enough to be- 
lieve in it 

In your editorial of Jan 
Case of Short Memories,” 


14, “A 


appears 


this paragraph “Instinctively 
every one of us—as consumers 

refuses to believe that selling or 
advertising constitutes anything 
but waste as far as we are con- 
cerned. We don't need or want 


anyone selling us anything, we say 
to ourselves. All this selling and 
advertising just makes stuff 
cost us more, we think.” 

Maybe that’s the way some of 
the public feel, but not most ad- 
vertising men. I can’t believe that 
I LIKE to be sold. When I find a 
clerk who is full of information 
about the merchandise he is sell- 
ing, I gladly listen. It’s money in 
my pocket to do so. We take four 


our 


aA WHER FLY(K) 
@ WITE NEON-FLYING 
© SKY- BROADCASTING 


MERICAN SKY ADVERTISING CO. 
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The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


Sunday newspapers and dozens of 
magazines (not one of them on 
the complimentary list) to keep 
up with what's new. I believe at 
least a hundred Springfield folks 
take the New York Sunday Times. 
Some of them like the financial 
page or the editorials, but most of 
all the biggest lure is the adver- 
tising, which doesn't get stale over- 
night 

I'm simple minded enough, too, 
to have swallowed hook, line and 
sinker the idea that more often 
than not advertising makes “stuff” 
cost less by increasing volume and 
turnover. 

And while we're on this issue 
of Jan. 14, I read Mr. Woolf's 
“Sacred Cow” article. I see eye 
to eye with him when he aims his 
big guns at those who manufac- 
ture pseudo-scientific copy ideas, 
or are in poor taste either with 
their story or illustrations, but I} 
don’t follow him when he states 
the belief that advertising in gen- 
eral isn’t doing a job, and uses 
himself as illustration; he seldom 
finds himself being influenced in| 
purchases by what he has seen | 
advertised. 

Mr. Woolf has written a lot of| 
wonderful stuff for AA. I've saved | 
many of the articles. In one he} 
told how Claude Hopkins, by re-| 
lating the simple facts of a prod- | 


uct, using knowledge common to 
all, sold millions of dollars’ worth 
of merchandise without resorting 
to extravagant claims. 

And here’s a gem: “Business it- 
self is competitive. Americans live 
better than any other race as a 
direct result of our fiercely com- 
petitive system of production and 
distribution.” There are dozens of 
other pages I could quote, but 
space is running out. 

His recent article about stand- 
ardization of competitive products 
leading to bitterly competitive 
copy and outlandish claims, was 
picked up by a local editorial 
writer. In an_ editorial 
“Advertising Claims” he quoted 
liberally from it. “Biting the hand 
that feeds him.” I wonder if he 
didn't realize he was discrediting 
the advertising of the merchants 


j}and the national advertisers that! 


use his sheet. We all know that 
there is good advertising and bad 
advertising. But outsiders in read- 
ing such articles get only the nega- 
tive angle. 

I deplore the whole thing and 


| implore Mr. Woolf to get back on 


the beam and give AA readers 
some more of those good ideas and 


| Suggestions out of his vast ex- 


perience in helping advertisers 
make better use of advertising. 
WILu1aM B. SWANN, 
Springfield, Ill. 
o e 


Says ‘Amen’ to Woolf's 
‘Sacred Cow’ Article 

To the Editor: This is the second 
time Jim Woolf has forced me to 
break my self-imposed rule against 


reading his Jan. 14 piece in 
ADVERTISING AGE, “The Advertis- 
ing Business Is No Sacred Cow 
to Me” and I can’t refrain from 
grabbing my typewriter to pound 
out a resounding “Amen!” 

All my life I’ve contended that 
no sales or advertising argument 
can possibly be more convincing 
than the actual truth attractively 
and persuasively presented. The 
fact that much sales material and 
a great deal of advertising ignore 
this simple, easy-to-use funda- 
mental has always grieved me. 
There is much good advertising. 
We both know that. There is also 
entirely too much tripe and hokum 
and bunk. How in the world some 
advertising men can sleep at night 
after telling and writing such 
monstrous lies I cannot understand. 
And, the sad part of it is, it isn’t 
at all necessary. The TRUTH is 
still the finest sales weapon any- 
one can find. It works when half- 
truths and outright lies will not. 
It seldom fails me. When it does 
the fault is mine because I’ve 
failed to make it interesting, have 
failed to dig out facts and show 
the prospect how HE will benefit 
from purchase of my client's wares. 

Lies and half-truths are the 
refuge of the lazy advertising man 
...the fellow who wants a quick 
and easy way to cash in before he 
gets caught. ..he hopes. 

Advertising is not an exact sci- 
ence. Even the best of us make bad 
guesses and not all our shots hit 
the target. There are always some 
rotten apples in every barrel and 
that is, sad to admit, true in the 
advertising business. There are a 
few miscreants and_ scoundrels 
who harry and embarrass the rest 
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|of us. Until we manage to weed 
them out and get them “disbarred” 
| there'll always be need for such 
| frank-spoken articles such as the 
|one you’ve just written. I wish we 
were all lily-white but we aren’t, 
|and we might as well face it. But 
neither you nor I must like it 
when we see the glaring examples 
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Peat Pe. Frain, Dit, Wats A 


use SF head 
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| 
| dort walk your legs off 


GREAT AFTER CHRISTMAS SALE 


tor wondertul values in Furs Coats Suits and Dresses 


PEAS IN A POD—The ad at the rigit appeared in December, following by eight 
months the Ohrbach’s newspaper ad that ran in three cities last April. 


headed , 


fan letters. But I’ve just finished | 


noring of good taste. I'll continue 
to approve Woolf's efforts to im- 
prove the ethics of the trade. 
Henry C. (HANK) JONES, 
Jones & Jones Advertising 
Agency, Oklahoma City. 


e 
Has ‘Virility to Correct’ 

To the Editor: James D. Woolf's 
“Sacred Cow” article is perhaps 
the most constructive critique of 
advertising I’ve ever read. I hope 

U. reprints it—so they, too, 
know advertising has within itself 
the virility to correct its own er- 
rors, and the desire to do it. 

J. B. MILGRAM, 
Brooklyn, N. Y. 


© e . 
Pays Tribute to Woolf 


To the Editor (Attention James | 


D. Woolf): I want to thank you 
for the enjoyable and helpful 
reading that I get regularly 
your column in ADVERTISING AGE. 
Although I’ve never met you, I 
have a very warm feeling in your 
direction. This, I think, is a tribute 


to your skill as a writer. Often, 


when I’ve read one of your col- 
umns I have a feeling as if I had 
been talking with you. 

You make enough sense to me 
that I’ve bought extra copies of 
the Salesense booklet to give to my 
friends. (Ex-Marines are not the 
only ones who think of advertising 
as “a Mickey Mouse comedy” in- 
stead of a “business tool.’’) 

CLEMENT B. HaAINEs, 

Lamport, Fox, Prell & Dolk 

Inc., South Bend, Ind. 


in| 


Up Comes ‘Coincident’ 

To the Editor: Here is some- 
thing for your “Strange Coinci- 
dences Department’”—the Ohrbach 
ad appeared in every newspaper in 
New York, Newark and Los An- 
geles during April, 1951. The Fowl- 
er, Dick & Walker ad with the 
same basic illustration and the al- 
most identical headline appeared 
in Wilkes Barre in December, 1951. 

This “coincidence” occurred 
even though this Ohrbach adver- 
tisement, like all others, was copy- 
righted. 

MAXWELL Dane, 

Doyle, Dane, Bernbach Inc., 

New York. 


* e © 
Calls Beer Survey's Critic 
| ‘Mixed Up’ in His Theories 

To the Editor: How mixed up 
can a guy get? I am referring to 
the letter in AA of Dec. 24 from 
Frank Effinger of Milwaukee in 
which he criticizes the “research 
study” of a Chicago newspaper on 
“why people drink beer.” 

If Mr. Effinger had not been so 
dogmatic in his criticism and in 
the revelation of his own (un- 
founded) views, one might excuse 
him on the basis that he had not 
seen the entire piece of research 
that he attacked, but only enough 
to give the average reader of AA 
a fairly complete understanding. 

The most amusing part is that, 
after he categorically states that 
people drink beer mainly because 
they are thirsty and not because 
it is cheaper than hard liquor, all 
the other reasons he gives are 
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practically identical (as close as 
the uninformed can come) to what 
“research study” showed. 

In advancing his theories, he 
cautions all to always consider the | 
“heavy buyer” and the “heavy| 
user” of a commodity. This I'll} 
buy as will any freshman in mar-| 
keting! But unless there exists a 
man with four throats, ONE beer 
or even a glass of water quenches 
thirst. Why then does a man drink 
the third or the fourth beer? As 
a matter of fact, if beer companies 
relied mainly on thirst to have 
the buyer take even the first beer, 
their advertising would be mainly 
in the French Foreign Legion 
Gazette! 

His assertion that beer is not 
cheaper than liquor and that the 
“shot and a beer” is as common 
as the 9:30 a. m. coke is too absurd 
to merit comment. On the other 
hand, the latter may explain a lot. 

H. MANSFIELD, 
Highland Park, III. 


Insists on Value of Price 
in Retail Advertising 

To the Editor: J. B. Bowman, in 
his argument against quoting 
prices in his retail advertising 
(AA, Voice of the Advertiser, Jan. 
7), takes the position of all those 
who hold back price—the posi- 
tion of the seller instead of the 
consumer. 

He cannot say that the house- 
wife does not want to know the 
price of his gloves when she reads 
his ad. She does—and she can’t 
make up her mind to buy until 
she does know. 

Sales must be completed in the 


mind, before money changes hands. 
How can a person complete that | 
sales picture, if the price is un- | 
known? The price must be stated 
eventually. Why not state it when 
the advertisement has created de- 
sire for the article, instead of la- 
ter? | 

Mr. Bowman says he cannot! 
give the retail price of 69¢ in his| 
consumer ads because department 
stores charge 79¢. If they sell at 
69¢, he must give them a 5% buy- 
ing advantage, and he won’t do} 
that. 

Okay. Advertise the 79¢ price. | 
An ad with this price would prob- 
ably sell more than no price at 
all. If the department store can sell 
at this price, so can his other 
trade. If they can’t sell at this 
price, then why leave out price in 
retail advertising to please the de- 
partment store? 

But is Mr. Bowman's reasoning 
sound? Does he have to give the 
department store a 5% advantage? 
Department stores don’t stop sell- 
ing Gillette blades, which carry 
abeut the smallest markup of any 
blades. They won't stop selling his 
gloves if he advertises a 69¢ price. 
In fact, they are more likely to 
carry an item when sales double 
—and they should more than 
double when the price is reason- 
able and featured as a bargain, 
even if their price does not carry 
the 5% advantage. 

One of my clients solves this 
problem by graduated discounts. 
The department store can get the 
discount it wants by buying the 
quantity that gives that discount. 
Discounts are not fixed by outlets, 
but by their worth to the manu- 
facturer individually. That worth 
is proved by how many orders 
they send in. Is that fair or not? 
I think it’s fair, because those who 
push this line the most make the, 
most money. It doesn’t seem fair 
to give a department store an ex- 
tra 5% that may sell only ten 
pieces, and not give this 5% to the 
drug store that may sell 100 pieces, 
and on top of that, omit price in 
advertising which would increase 
sales for all. 


P. M. JAQuEs, 
Wrentham, Mass. 


‘Most Thought Provoking’ 

To the Editor: At this late date, 
my thanks to you for “Do Admen 
Believe in Advertising: Are They 
Ready for the Tough Selling Era?” 
(AA, Dec. 24.) 


Only the other day did I get 


around to reading this story, which 

is the most thought-provoking I 

have seen in months and months. 
J. M. HICKERSON, 


President, Albert Frank- 
Guenther Law, New York. 
© ” e 


Suggests Cigaret Cos. Take 
Tip from Dentifrice Book 

To the Editor: I have read your 
editorial, “Bad Advertising for 
‘Bad’ Products?”’. 

This is such a timely editorial 
and has such significance that I 
am making a special point of 
reading it to my 70 students in 
advertising management at New 
York University’s Graduate School 
of Business Administration. 

I think the cigaret advertisers 
could take a page from the note- 
book of us dentifrice advertisers. 


Certainly, there are few 
more competitive than ours in 
seeking ways to secure as much 
of the annual $90,000,000 tooth- 
paste volume. 

Yet, a review of this advertising 
will quickly indicate that the 
toothpaste advertisers have been 
competitive in the sort of way de- 
scribed in your editorial. 

Amm-i-dent promotes its prod- 
uct for reduction in tooth decay. 
Colgate, for “cleans your breath 


| while it cleans your teeth,” Pepso- 


dent, for “clean mouth taste,” and 
Ipana, for “tell-tale mouth.” In al- 
most every case the advertising in 
these fields has been based upon 
product differences, but even 
where there has been similarity of 
product, the competitive advertis- 
ing treatment has been presented 
virtuously. 

I have long been a believer in 
the principle that sensible, honest 
advertising moves customers to the 
point of sale. I have felt that the 
public is quick to see through ex- 
aggerated claims no matter how 


them. 


I think ADVERTISING AGe is doing 
a real service to the advertising 
profession in calling attention to 


ret industry. 


Advertising Manager, 


Georce J. 


fields, much money is spent in shouting the advertising morass of the ciga« 


ABRAMS, 
Block 


Drug Co., Jersey City, N. J. 


9) 


SECONDS 


$50 


SPOT 


if your problem is how to get low-cost TV 
film spots (with audio) to fit your budget, 


we can solve it for you just as we're doing 
for hundreds of small budget advertisers 
through-out the country. 

Our 35 years of producing top-quality 
film titles and messages for theatres 
and advertisers is your assurance of 
the best professional work. You'll save 
time and money if you get our prices 


5. 


20 


$80 
O 


Filinackh Stadtos 


1335 So. Wabash Ave., Chicago 5, Illinois 


In 1951 HOUSE BEAUTIFUL 


led all home and women’s service 


monthlies in advertising 


linage gains. 


Such an endorsement on 


the part of the country’s 


advertisers is convincing 


proof that... 


- 


..» House Beautifi UL sells both sides of the counter 


House Beautiful 
House & Garden 


Better Homes & 
Gardens... 


American Home 


Ladies’ Home 
Journal ... 


Woman’s Home 
Companion. . 


McCall’s.... 


ou 


572 Madison Avenue 


4 


Good Housekeeping . 
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1951 


890,996 


734,878 


1,089,911 


Source: P. I. Dec. 13th 


472,494 


943,454 


642,783 
593,719 


737,128 


CLAM OLA LEE 


. as 


Yearly Advertising Linage 


1950 
852,424 


738,130 


1,091,011 


465,779 


992,288 


646,895 
561,205 


759,747 


nas = 
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Tene 
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a> 
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Gain or 
Loss 
Lines 


+38,572 


— 3,252 


— 1,100 


+ 6,715 


—48,834 


— 4,112 
+32,514 


—22,619 
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NAEA Unveils New 
Ad Sales Weapons 


(Continued from Page 1) 


radio is making a very hard and 
somewhat successful fight to re- 
coup its losses. Which way the 
battle goes in 1952, 1953 and the 
vears beyond depends, I believe, 
on our ability and determination 


to launch a united and strong 
newspaper selling front 

“To regain the ground we have 
lost during the and to 
improve our competitive position 
in the future is a tremendous sales 
task a task that will require a 
more intense and intelligent effort 
on the part of everyone engaged 
in or connected with the sale of 
newspaper advertising.” 


past year 


8 Mr. Heindel praised the Bureau 
of Advertising for its work but 
said that a comparison of the bu- 


reau’s budget and personnel with 
competitors’ will show “that they 
can outspend us many times and 
put a larger sales force in the 
field.” 

He suggested a three-point pro- 
gram 

1. That the NAEA, the Ameri- 


Assn. of Newspaper Repre- 


ea “an 
‘et Be tatives. the National Newspaper 


ymotion Assn. and the Assn. of 
a. spaper Classified Advertising 
Managers “join forces and work as 
a team in the interests of promot- 
ing and selling newspaper adver- 
tiging Such a force, given the 
ingpiration, provided with a con- 
timuing flow of modern sales tools 
and backed strong promo- 
tidna! program, could and would 

Biver a heavy and effective blow 
fae the cause of newspapers.” 


by a 


That the Bureau of Adver- 
+ with the help of the afore- 
tioned associations, provide 
4 papers with a hard-hitting 
Promotion campaign pointing out 
thé fact that our medium moves by 
fa® the major amount of merchan- 
dige from shelves of retail 
st@es into the homes of customers 
rhe ty pe of program I have in 
mipc should drive home the 
re@ and true story of the great 


the 


salts productivity of newspapers 
It fs not only my opinion, but that 
Offa good many of my fellow 
workers as well as agency adver- 


tising executives and advertisers, 
that our effort to portray through 
advertising the importance of 
newspapers as a great force 
for many lacking 
in conviction.” 


sales 


has been vears 


3 I would like to see people 
skilled in research and those with 
abilities in each of 
these four organizations work with 
the Bureau of Advertising in the 
interest of developing a continuous 
flow of modern newspaper adver- 
tising 

“As evidence of of 
benefits that could be derived from 
such a cooperative effort is a sales 
presentation you will see. [It] was 
created and developed through the 


promotional 


sales tools 


some the 


efforts and talents of four mem- 
bers of the National Newspaper 
Promotion Assn.” Still later, he 


said “the American Assn. of News- 
paper Kepresentatives will present 
a well-conceived and splendidly 
executed presentation.’ 

As predicted by Mr. Heindel, the 
two presentations mentioned held 
the spotlight during the meeting 
The AANR presentation, for ex- 
ample, which was prepared by a 
committee of the Chicago chapter, 
sets a fast pace in media selling. It 
was introduced by Henry Slamin, 
president of the AANR, and pre- 
sented by W. Fiske Lochridge, 
chairman of the new business 
committee of the AANR, and Wil- 
liam F. Sauerberg of the AANR’s 
new business committee 


Titled “Revolution in Retailing,” 
the presentation reviews shifts in 
retail selling—the fewer but larger 
stores; the fact that A&P tripled 
sales while reducing stores in the 
past decade; the tendency toward 
“scrambled” merchandising; the 
breakdown of traditional classifi- 
cations of retail stores; the increas- 
ing emphasis on _ self-selection 
(“merchandise is not sold today, 
it is bought’); the trend toward 
one-stop shopping, and the decline 
of brand loyalty 

With this background, the pre- 
sentation swings into charts based 


on Nielsen data. The charts show 
how quickly brand position can 
change—how a new cleanser 


moved from nothing to first place 
in four years; how a hair tonic 
lost half its share of market in the 
same period, and how the relative 
standings of shampoos and mar- 
garines have been completely 
changed in the past few years. 


s According to evidence gathered 


from the Chicago Tribune's con- 
sumer panel, every grocery prod- 
uct suffers a steady loss of custom- 
ers and, the presentation declares, 
the loss either must be made up 
by adding new customers or the 
manufacturer will have to be con- 
tent with losing his share of mar- 
ket 

Tribune data was cited to show, 
for example, how the four top- 
selling soaps have to replace half 
or more of their buyers every two 
months 

Advertising, the presentation 
avers, has actually been suc- 
cessful. It has definitely created a 
consumer willingness to accept ad- 
vertised brands. At the same time, 
it has created a consumer attitude 
which regards any advertised 
brand acceptable. In short, it 
has created a lovalty to advertised 
brands generally but destroyed 
consumer loyalty to individual ad- 
vertised brands 


too 


as 


@ It is possible, the AANR report 
admits, to employ merchandising 
deals to add customers, but there 
are limitations to this approach, 
and they are outlined in detail in 
the presentation 

“Tn of the retail revolu- 
tion,” the presentation asserts, “we 
believe there more need than 
ever for direct advertising To- 
day, advertisers must spend more 
money on direct selling and ‘do it 
now’ media.’ 

The report lists a number of cri- 
teria for evaluating media, includ- 
ing coverage, timeliness, availa- 
bility, atmosphere of action, re- 
ceptivity, flexibility, immediacy 
and cooperation. And it compares 
various media with newspapers on 
the basis of these criteria 

Television is a particular target 
of the presentation. Charts are in- 
cluded, for example, which show 
how sales of Lucky Strike cigarets 
declined in the past few 

despite elaborate video 
and commercials. A coffee 
manufacturer with a show also 
felt no increase in Chi- 
cago, according to the report 


view 


Is 


have 
years, 
hows 


has sales 


® In addition, the presentation in- 
cludes a chart which shows that a 
dentifrice with a TV show actually 


enjoys fewer sales in TV homes 
than in non-TV homes 
The conclusion drawn is that 


TV is best employed as an indirect 
rather than as a direct medium. 
Moving into the home stretch, 
the presentation points out that 
two and a half times as many wo- 
men read department store ads as 
read Page 1 banner in 
newspapers and that “for men and 
women, advertising is the most im- 


stories 


NAEA OFFICERS AND DIRECTORS—Officers and directors of the 
| Newspaper Advertising Executives Assn. for the coming year 
ore (seated, left to right): Phil Buchheit of the Herald-Journal, 
Spartanburg, S. C.; Louis E. Heindel of the Madison, Wis., 
newspapers, past president of the NAEA; Lawrence T. Knott of the 
Chicago Sun-Times, Ist v.p.; Herbert G. Wyman of the Pittsburgh 
Post-Gazette, NAEA president; Don Bernard of the Washington 
Post, 2nd v.p.; Robert C. Pace, Danville, Ill., secretary-treasurer, 


and J. Garrett Noonon of the Louisville Courier-Journal and 
Times. Standing (left to right) are: W. F. Aycock Jr. of the Birm- 
ingham News and Post-Herald; B. W. Lewis of the Rocky Mountain 
News, Denver; Cherles E. Arnn of the Los Angeles News; W. E. 
Sotherland of the Sioux City Journal-Tribune; Wilson Condict of 
the St. Louis Globe-Democrat; Leon Kondell of the Passaic Herald- 


News; G. P. S 
Chronicle, and C. L 


of the Spok Spokesman-Review and 
Fountain of the Lancaster, Po., newspapers. 


portant news in the newspaper.” 
Self-service, brand disloyalty 
and the growing similarity of 
products make it essential for ad- 
vertisers to use more direct-sell 
advertising, the presentation con- 
cludes. “You don’t need a door 
opener today, you need a closer.” 


@ One of the outstanding features 
of the Monday morning program 
was the National Newspaper Pro- 


motion Assn.’s_ presentation on 
“Selling Retail Advertising by 
Plan.” 


The presentation, which will be 
published by the Bureau of Ad- 
vertising, was designed to include 
“all the ingredients of a good sales 
presentation for newspaper adver- 
tising.” It is “aimed primarily at 
retail advertising, but, with a few 
minor changes, could be used as a 
presentation for national advertis- 
ing as well,” according to Clarence 
W. Harding, public relations direc- 
tor of the South Bend Tribune 

The unusual and effective out- 
line for newspaper solicitations 


In addition, the presentation also 
included a table showing the per- 
centages of women’s apparel pur- 
chases by months in 1950*: 


Month Per Cent Month Per Cent 
January 6.2" July 5.9% 
February 5.7 August 7.2 
March 8.6 September 9.6 
April 8.9 October 9.5 
May 8.3 November 9.5 
June 75 December 13.1 

U. S. Department of Commerce and 
Federal Reserve Board 
® Representatives of the Bureau 
of Advertising were on duty) 


throughout the meeting. Harold S. 
Barnes, bureau director, opened 
the bureau's portion of the news- 
paper “war college” curriculum 
with the declaration that “newspa- 
pers are the most undersold ad- 
vertising medium.” He cited data 
showing 1950 linage in or- 
der to emphasize the need for sell- 
ing 

There are two 
must be sold, Mr. Barnes told the 
NAEA members. The bureau and 
newspaper representatives will 


losses 


groups which 


was prepared by Maurice T. Reilly, | Sel! advertiser top management, 


manager of research of the Chicago | sales manage 


Burgeson, 
of 


Edward 
sales manager 


Tribune; 
vertising 


the | 


‘rs, advertising de- 
ad-| partments, agency top manage- 
ment, agency account executives 


Madison Newspapers; Otto A. Sil-| and agency media departments. 


ha, promotion director of the Min- 


neapolis Star and Tribune; Ed 


Templin, promotion director of the | 


Lexington Herald-Leader. and Mr 
Harding 


@ The outline, in brief, includes 
the following 
l. Market and sales potential 

A. Description of the market 

B. Qualification and dramatization of 


the prospect's own potential 

Need for greater promotional effort 
A. Buyer resistance 

B. Extent of competition for consumer's 
dollar 
Cc. Extent 
own field 
D. Comparative 
promotional effort 
The newspaper as a 
ing the job 
A. Quantitative factors 
coverage and circulation detail 
B. Qualitative 
tent, features 
interest 
C. The newspaper 
D. Case histories 
How to do it 
A. What to promote and 
B. Price lines to feature 
C. Appropriation 
dD dates 


competition prospect's 


of 


standing in terms of 


means of do- 


il 
circulation 


editorial 
of 


factors 
and 


con- 


evidence reader 


stors 


IV 


wher 


Schedule, sizes, cost 

8 One of the interesting features of 
the presentation is a table show- 
ing the maximum and minimum 


percentages of total department 
store sales* by months 

Month Min Ma 
January 5.7 7.3 
February 62 7.9 
March 7 8.6 
April 70 8.4 
May 73 82 
June 6.7 8.0 
July 5.6 6.6 
August a4 8.0 
September 84 9.5 
October 8.5 93 
November 97 1.1 
December 13.9 15.8 


*Federal Reserve Board 


But, he insisted, it is up to in- 
dividual newspapers to sell dis- 
trict branch managers, jobbers, 
manufacturers and retailers 

“These are the peopite,” he said, 
“that newspapers must keep solid- 
ly sold 
will TV or magazines 
preference to newspapers.” 


choose in 


Unless they are sold they | 


® Half of the job consists of gen-| 


erating advertiser and agency lin- 
age, he but the other half 
consists of selling wholesalers and 
retailers, and it is the latter half 
which will determine whether 
newspapers go up continue to 
slide 

William A. Greene, assistant di- 
rector of the bureau, showed how 


said, 


or 


radio networks and magazines “are | 


pulling out the rug from under 
newspapers.’ He flashed examples 
of Collier's, Life, Look, McCall’s 
and The Saturday Evening Post 
promotion pieces, plus 
Broadcasting Co.’s new merchan- 
dising promotion and similar com- 
petitive campaigns to illustrate the 
strength of the opposition. He also 
appealed for more evidence of 
newspaper cooperation on the lo- 
cal front 


8 John C. Ottinger Jr., sales de- 
velopment director of the bureau, 
called on the NAEA members to 
transform their “force in being” 
to a “force in action” this year. He 
said that, although the newspa- 
pers had to accept “an austerity 
model transom in late 1951,” they 
have the weapons needed to turn 
the tide of battle 

In particular, he urged the 
NAEA to show the slide presenta- 


National | 


tion on “The Greatest Show on 
Earth,’ developed by the bureau 
to present to district managers 
and their salesmen in order to sell 
them on the effectiveness of 
newspapers, particularly in the 
grocery field. 

Simultaneous presentations have 
been put on across the country for 
Colgate and for Heinz, and Mr. 
Ottinger intimated that more of 
this type of cross-country coop- 
erative promotion is on the way. 

John W. Blough, promotion di- 
rector of the bureau, discussed oth- 
er phases of the bureau’s work, in- 
cluding its campaign directed at 
retailers; the promotion piece on 
“Simple Arithmetic of Television,” 
and the booklet showing county- 
by-county magazine circulation 
figures—all of which will be used 
in the 1952 offensive 


@ Russell Scofield, advertising di- 
rector of the Lexington Herald- 
Leader, told how the schools and 
colleges committee is planning to 
tell the story of newspaper busi- 
ness departments and their func- 
tions to students 

Jess W. Fleck, advertising di- 
rector of the Detroit Times, said 
he’s convinced that there are few 

if any—papers, agencies, repre- 
sentatives, manufacturers,  dis- 
tributors, wholesalers or retailers 
who aren't “confused about or 
complaining against cooperative 
advertising.” 

He recommended the establish- 
ment of a permanent panel on co- 
operative advertising which would 
appear at NAEA meetings and 
work during the year. Mr. Fleck 
urged that the panel include rep- 
resentatives from the NAEA, the 
National Assn. of Newspaper Rep- 
resentatives, the Four A’s, the 
Assn. of National Advertisers, 
wholesaling and retailing associa- 
tions and the Bureau of Advertis- 
ing 


@ “If this panel idea won't work 
out,” he said, “we might as 
well concede that co-op advertis- 
ing is a behind-the-iron-curtain 
deal and everyone might as well 
exploit it to the maximum.” 

In his report on the activities of 
the plans committee, John W. Mof- 
fett of the Minneapolis Star and 
Tribune reviewed the classifica- 
tions in which newspapers lost 
revenue in 1951 and in which oth- 
er media scored revenue gains. 

Sixty per cent of the newspaper 
losses, he said, took place in six 


classifications—automotive, beer, 
cigarets, some grocery groups 
dentifrices and beverages. 

At the same time, 52% of the 


television gains took place in four 
groups—food, toiletries, smoking 
needs and beer. Magazine gains, or 
at least most of them, took place 
in nine classifications which again 
paralleled newspaper losses to 
some extent. However, magazines 
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also gained in industrial equip- 
ment, building materials and ap- 
parel linage. Mr. Moffett inti- 
mated that the plans committee 
at the present time is working on 
a project which involves apparel 
advertising. 


® NAKA strategy, as outlined by 
Mr. Moffett, will attempt to: 

1. Capitalize on the “inflexibil- 
ity” and “duplication” of maga- 
zines. 

2. Resist the temptation of an 
all-out attack on television at the 


present time. “We feel numerous , 


advertisers are still experiment- 
ing with TV and will complete 
their experiments regardless of 
our efforts.” 

3. Work out details for a re- 
search project designed to list the 
market position of products in 
terms of the ad media used. 

4. Document the manner in 
which some TV users have lost 
a share of the market. 

5. Work out a presentation es- 
pecialiy for boards of directors. 

6. Compile additional case his- 
tories. 

7. Gather more detailed linage 
figures in each classification on a 
monthly basis. 

The plans committee, in effect, 
is implementing the basic program 
adopted at the Denver meeting 
this past summer (AA, July 2). 
In addition, it hopes to intensify 
chain store selling, get co-op ad 
dollars back into newspapers and 
work out a preliminary plan for 
promoting classified advertising. 


@ Herbert G. Wyman, advertis- 
ing director of the Pittsburgh Post- 
Gazette, was elected president of 
the NAEA for the coming year. 
Lawrence T. Knott, advertising 
director of the Chicago Sun-Times, 
was elected Ist v.p., and Don Ber- 
nard, advertising director of the 
Washington Post, was elected 2nd 
V.p. 

New directors elected to the 
NAEA board include W. F. Ay- 
cock Jr. of the Birmingham News 
and Post Herald; C. L. Fountain 
of the Lancaster, Pa., newspapers; 
B. W. Lewis of the Rocky Moun- 
tain News, Denver, and Charles E. 


Arnn of the Los Angeles Daily 
News 

At the business meeting this 
morning, the members quickly 


dispatched all business with unan- 
imous votes, including the new as- 
sociation dues structure which had 
been expected to at least stimu- 
late some discussion. 


68°% More 
for your 


Money..... 


In Greenwich, where the 
average family has 68% 
more to spend than has the 


average U.S. family. 


Greenwich is covered effec- 
tively only by — 


GREENWICH TIME: 


often called “The best sub- | 


urban daily newspaper in 


America.” 


National Representatives: 
BOGNER & MARTIN 
New York & Chicago 
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Richard Slocum, general mana- 
ger of the Philadelphia Bulletin, 
became the seventh man in the 
history of NAEA to win the cov- 
eted henorary life membership 
ecard in the association. Mr. Slo- 
cum was cited in particular for his 
work in helping reorganize the 
Bureau of Advertising and pilot- 
ing the bureau through its early 
months. 


Kellogg Buys TV Shows 

Kellogg Co. is sponsoring the 
“Gene Autry Show” on TV in In- 
dianapolis and the “Range Rider” 
in Buffalo, Charlotte, Houston and 
Pittsburgh. The telecasts are dis- 
tributed by CBS-TV film sales. 
Products handled by Kenyon & 
Eckhardt and Leo Burnett Co. are 
being featured on the show. 


Bailey Joins Hudnut Sales 
Mary Bailey, beauty editor of 
Fawcett Publications for the past 
ten years, has joined Hudnut Sales 
Co., New York, as supervisor of 
consumer research on cosmetics. 


Gray & Rogers Appoints 
]. A. Hovey to Copy Staff 

J. Allan Hovey, formerly a copy 
chief with The Buckley Organiza- 
tion, Philadelphia agency, and 
several other 
Philadelphia 
agencies and a 
veteran of 30 
years in the busi- 
ness, has been 
appointed to the 
copy staff of 
Gray & Rogers, 
Philadelphia. 

In addition to 
free lance work 
for many years, 
J. Allen Hovey Mr. Hovey has 

been associated 
with Geare-Marston and Lamb & 
Keen. 


Jones Leaves Fort Industry 

Richard E. Jones, v.p. of the 
northern district of Fort Industry 
Co., Detroit, and general mana- 
ger of WJBK and WJBK-TV, De- 
troit, has resigned. No successor 
has been appointed. 


Promotes William Trucksis 


Farm Bureau Insurance Cos., 
Columbus, has promoted William 
O. Trucksis, supervisor of sales, 
advertising and publicity, to direc- 
tor of sales promotion. 


Joins Minnesota Paints 

Harold C. Hoialmen, formerly 
with the Rochester, Minn., Dairy 
Cooperative, has been appointed 


assistant advertising manager of 
Minnesota Paints Inc., Minneap- 
olis. 


. 


Fairbanks, Oificial Split 

Jerry Fairbanks Productions, 
Hollywood, and Official Films, 
Hollywood, have separated, and 
Official, which has been the sales 
agency for a number of Fairbanks 
films since the split of the two 


| corporations last year, is returning 


all products to the producing or- 
ganization. Fairbanks is now set- 
ting up a new national distribution 
division to service television out- 
lets and sponsors, with Ralph Cat- 
tell, v.p. and general manager, 
heading the division. 


SHADOW BOLES Zacher ver 


@ WITH OR 


@ ALL STEEL @ FIREPROOF @ BAKED 
ENAMEL FINISH @ CHROME FRAME 

WITHOUT CORD SETS 

@ INCANDESCENT OR FLUORESCENT 


Suited for of both end 
sign panels. 4 for ot eet — 
YARDER MFG. CO. 816 PHILLIPS AVE., TOLEDO 12, OHIO 


housework 
makes you 


tired... 


There are ten reasons... 


Improper food, worry and hurry, wrong 


clothing, bad air, not enough light, drab 


surroundings, poor work habits, boredom, 


standing, lack of goals and plan. 


And a remedy... | 


forevery reason!...Mary Rouse, home economist, ; 
highlights reasons and remedies ina short article, : 

+ 
set in big type--two pages that can be cut out, ' 


and posted in any kitchen as a guide and index for ' 


women who work at home...And women in more 


than 1.200.000 homes read and heed the practical 


help given by one of this country’s great home 


service magazines 


C, 


SUCCESSFUL Farminc! 


constitute one of the best class 


markets in the country today. 


These women readers of SF ; 


A decade of farming prosperity, 


good crops and high prices has set new standards 


for farm living, is revolutionizing the farm home. 


Electrification, remodeling and new building have 


opened a huge new market for central heating. 


multiple bathrooms, major appliances, modern 


kitchens, new furniture and furnishings. 


Nearly a million of these SF farm families are 


in the 15 heart states...with the best land, largest 


investment in livestock. building and machinery, 


highest yield in cash crops 


and average incomes 


more than 50% ahead of the US farm average. 


General media and TV merely fringe this market 


as yet, but SF reaches the best and the most of 


it. has real influence founded on fifty years of 


service . 


advertising schedule! 


.. is needed to balance any national 


Get the details from any Meredith office... 


Meredith Publishing Company, . 
Des Moines... NewYork Chicago. | 


Detroit. Cleveland. 


San Francisco, Los Angeles. 


Atlanta. 
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three times 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s “Advertising Market Place” 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!” 


Information for Advertisers 


No. 4237. Drugstore List for Grand 
Rapids 

The Grand, Rapids Herald has 
Bompiled a new route list covering 
410 drugstores, listed alphabetical- 
fy, and then broken down for the 
four sections of the city 


~ 


é 4240. Commercial Fertilizer 
Buying by Farmers. 
Wallaces’ Farmer & lowa Home- 
ead presents “Commercial Ferti- 
er Survey"—a _ recent study 
ade among Iowa farmers cover- 
£ of commercial fertilizers, 
here bought, what form, prices 
id, when bought, how used, 


= preferences, etc 


Mo. 4241. Western 
| Presentation. 

pA new “Sales Presentation Based 
@m the NIAA Outline for Publish- 
ets” is offered by Western Con- 
Struction. It covers history and 
background, market served, cir- 
@lation and circulation policies, 
@itorial history and policy, and 
s@rvices available to advertisers 


use 


Construction 


° 
No. 4242. Starch Studies Sunday 
Readers. 

Metropolitan Group offers ; 
folder, “Metro's Picture Still Bril- 
liant,”” which, based on a Starch 
study, shows that the readership 
ef ads in Sunday magazines has 
not suffered from television. Brief- 
ly, the Starch report concludes 

no significant difference in the 
level of reading for either men or 
women in television vs. non-tele- 
vision homes.” 


No. 4243. Detailed Guide to News- 
paper Color Requirements. 
Lake Shore electrotype division, 


Electrographic Corp., offers a de- 
tailed and comprehensive new 
“Report on Newspaper R.O.P 


giving latest 
newspapers 


Color Requirements,” 
information on 859 
printing two, three, or four colors 
It gives closing days in advance of 


publication for each newspaper, as 
well as minimum size units accept- 
able, actual printing plate size, 
number of progs and color proofs 
required, method of molding, 
whether masthead is mandatory or 
not, and type of press packing 
used. A valuable working guide 
for all production and media per- 
sonnel concerned with newspaper 
ads in color. 


No. 4244. How to Set Up Food and 

Drug Sales Quotas Nationally 

“A Guide to Markets and Quotas 
for Food and Drug Store Products” 
is a new book offered by Curtis 
Publishing Co., designed to assist 
manufacturers and distributors. It 
can be used to determine sales op- 
portunities by counties everywhere 
in the country, to compare sales 
with a standard measure, to 
tablish sales quotas and as a guide 
in distributing advertising expend- 
itures 


es- 


No. 4245. Guide to National Dis- 
tribution of Housewares. 

Haire Publishing Co. offers a 
new study, “Your 1952 Market 
Guide for Housewares and Electric 
Housewares.” It breaks down the 
3% billion dollar market by major 
trade areas and by states, and pro- 
jects potential business for 1952. 
Included are population figures, 
regional distribution of new dwell- 
ing units and residential electric 
consumption data. An accompany- 
ing map simplifies the study of the 
statistical data. 


251. How to Advertise to 
Building Owners and Managers. 

Realty, New York, offers a new 
book, “How to Advertise Success- 
fully to Real Estate Men,” telling 
what real estate owners need, how 
they buy, what part of the ad 
budget to devote to them, and how 
copy should be written. Discusses 
the market from appliances to 
wallpaper. 


No 


Note: Inquiries for the items listed above will not be serviced beyond March 10. 


USE COUPON TO OBTAIN INFORMATION 


! Readers Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


| Please send me the following (insert number of each item wanted 


| —please print or type) 


DOABAB cccrccccccsacscroercerersterccceevsscserecsecsessssseseerecesssssssesseseesees ND  ccccettavetninsasecrentosatsnsnnsnet coce sien ik: Alias ol Sennen 
COMPANY with conmmensurate income 
| ADDRESS | Box 26, Advertising Age, 
pats 200 E. illinois St., 
| STATE } Chicago 11, Ii! 
| City & ZONE | 


| EDITOR 


Advertising Age, January 28, 1952 


. THE ADVERTISING MARKET PLACE 


Rates 


90¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 


lines (maximum--two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


: HELP WANTED 

EDITOR'S assistant—Attractive opening 
with well established business publica- 
tion. An excellent opportunity to grow 
with a growing organization. References 


required. Write for appt 
Box 4247, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


INDUSTRIAL COPYWRITER 

Man with extensive experience writing 
copy for heavy industry. Established ad- 
vertising agency in large Midwestern city 
Excellent opportunity, congenial atmos- 
phere. State salary, background, in com- 
plete confidence 

Box 4227, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POs ONS 

GEORGE WILLIAMS—PLACEMENTS 

209 S. State St Ha 7-2063 Chicago 
for well estab. business publi- 
excellent opportunity for advance- 


cation 


ment; good future; merchandising exper- 
lence helpful; reference required. Write 
for appt 


Box 4248, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
POSITIONS—FOR MEN AND WOMEN 
IN ADVERTISING AND PUBLISHING 
MYRTLE L. BARNARD 
176 W. Adams St., 
ADVERTISING MANAGER 
Well known southern drug products 
firm doing national advertising wants 
man with experience as advertising man- 


ager or assistant with package medicene 
nanufacturer. Write full details in first 
letter. Confidence assured 

Box 4244, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, IL 
ADVERTISING PUBLICATION WRITER 
Opportunity available for an experienced 
technical writer, with an Ohio manufac- 
irer of mining and construction equip- 
ment, to assume complete responsibility 
individual sales literature programs 
Box 4258, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, I) 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 


for 


PROFIT SHARING DEAL FOR 
TOP NOTCH CREATIVE ARTIST 


You'll be key man in new creative 
department to be built by medium- 
sized Ohio lithographer noted for 
prize-winning color work. You'll 
specialize in top quality direct 
mail and point-of-sale work for 
wide line of consumer and indus- 
trial products. You'll (1) get in 
on the ground floor of a profitable 


operation (2) enjoy profit shar- 
ing plan in addition to salary 
(3) be free to direct creative 


work along your own ideas (4) 
live comfortably in medium sized 
city (no commuting). You'll need 
(1) all around ability as creative 
idea man (2) ability to turn out 
top notch layouts consistently 
(3) good working knowledge of 
lithographic production. Write 
your qualifications including age, 
marital status, business back- 
ground, salary requirements—in 
strictest confidence, of course. 


Box 25, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


INDUSTRIAL COPYWRITER 


4-A Chicago agency wants experienced 
industrial writer for six figure national 
account. Excellent opportunity for de- 
velopment. Please submit complete brief 
of experience and salary requirements 
Our staff knows of this advertisement 
Box 31, Advertising Age. 200 E. Illinois 
St., Chicago 11, Ill. 


for carefully sifted 
advertising personnel 
contact 

mary campbell agency 


165 West 46th St., N.Y.C. 
JUdson 6-5371 


ART DIRECTOR 


. with 15 years top rank- 
ing agency experience. Now 
| established art director for 

medium large agency han- 
| dling blue chip accounts of 
national proportions 


| exempt. Prefer Midwest or Rocky Mtns 


Ce 6-3178 - Chicago | 


Chicago | 


' 


POSITIONS WANTED 

SPACE SALESMAN—Producer of new} 
business. College graduate known in Chi- |! 
cago area 

Box 4272, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 

WE CHALLENGE YOU! 

Creative team of two ambitious advertis- | 
ing grads. both vets, want adventure 
Will go anywhere in the world, do any-| 
thing. Can write, draw, sell, organize, | 
manage, supervise. A challenge to imag- 
inative employer with right offer. We 
love danger 

Box 4240, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Tl. 
COPYWRITER: 
Now with top Chicago agency. 8 yrs. exper 
planning, writing ads, sales prom. mat'l 
for agey, mfr., pubir. 33. sgle, NU 

Box 4241, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IL 

ADV. ASST. or ASST. AD MGR. 
Ambitious young man 25 seeks job with 
better future. Now asst, to ad mgr. natl 
mail order firm. 3 yrs. exp. catalogs, di- 
rect mail, newspapers, premiums... Write 
copy, make roughs. College grad. Draft 


Box 4249, ADVERTISING AGE, 

200 E. Ilinois St., Chicago 11, Til. 
ABILITY-EXPERIENCE-GU MPTION 
Versatile ad man wants to step up. Now 
l-man agency. Was retail chain ad mgr 
Desires big company connection anywhere. 
Box 4246, ADVERTISING AGE, 

801 Second Ave., New York 17, N. ¥ 


WRITER-Exp. in PR. radio & creative 
copywriting. Wants pos. with adv. agency 
Box 4243, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Tl. 
DESIGNER - ART DIRECTOR 
Experience in all phases of promotion, 
advertising, fitms, TV. Working know- 


ledge of production, copy and sales 
Looking for creative job with 
bility. 15 vears exp.; excellent NYC ref 


Box 4255, ADVERTISING AGE, 

801 Second Ave., New York 17, N. ¥ 
TRAVELING PUBLIC RELATIONS MAN) 
working northwest with bride living east | 
would like to settle and build a home. | 
Skilled writer and copy man versed in the | 
arts of fund raising, organization, publi- | 
city, promotion, and radio. Present salary | 
$6500. Journ. grad; age 29; vet | 

Box 4253. ADVERTISING AGE, | 

200 E. Illinois St., Chicago 11, Il. 

A CLOTHING MANUFACTURER 
needing an Advertising Director will be 
interested in this man's successful back- 


} 
responsi- 
| 
| 


ground in men’s and women's wear. Ex- 
perienced; seasoned; under 40. Full re- 
|} sume from 


| reared in country weekly, Missouri Journ 
| grad, 


Pas One, 


Box 4252, ADVERTISING AGE, | 

200 E. Mlinois St., Chicago 11, Tl. } 
Beginning Adv. Man interested in copy- 
writing, avail., Feb. 4. College grad, GI, | 
married, age 26. Will locate anywhere 

Box 4257, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
WILL SWAP MY TOP SPOT, 
$12M income & seniority in National Pub- 
lic Relations firm for permanent address 
Pacific Coast or Midwest. Born Midwest, 


know farm machinery, hospitals, 
people, promotion, Now traveling exten- 
sively. Must change. Age 30, married, two 
children, vet. What's your offer? 

Box 4251, ADVERTISING AGE, 

200 E. Illinois St. Chicago 11, Il. 


REPRESENTATIVE AVAILABLE 
Publishers Rep., can devote time selling 
space in Chicago Midwest area for an es- 
tablished business or trade magazine 

Box 4254, ADVERTISING AGE, 

200 E. Miinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
MANUFACTURER'S REPRESENTATIVES 
Leading manufacturer pressure-sensitive 
adhesive paper and printed products. We 
are selling nationally and enjoy a grow- 
ing volume of business in many cities 
In Chicago we require experienced manu- 
facturer’s representatives selling non-com- 
peting kindred lines to handle our present 
accounts and develop the territory. Sim- 
liar situations open in other leading 
cities. Commission and bonus. Interviews 
arranged first week in February, and 
in other cities in immediate future. Write 
fully and promptly in confidence, stating 
background, experience 

Box 4250, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
BUSINESS OPPORTUNITY 
FOR WOMEN ONLY 
Will share office in Chicago for taking 
phone messages and small amount of typ- 
ing. Good deal for free lance writer. May 
pay small salary 
Box 4245, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 
MISCELLANEOUS 

FULL TEXT OF WASHINGTON PRESS 
releases air-mailed daily anywhere; al- | 
so Federal Register or any Gov't publica- | 

tion. Service tailored to your need. 
Wire K. Miller, 3515 S St. n.w. Wash, 7, DC 
FINEST CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils 
Will rent to reliable house 
TOBE'S, Niagara-on-the-Lake, 


Ont. 


Appoints Robert B. Grady 
Geigy Co., New York, has ap- 
pointed Robert B. Grady Co., New 
York, to handle advertising for its 
dyestuffs division. This account 
was previously handled by Sam- 
uel Croot Co., New York. L. W. 
Frohlich & Co., New York, directs 


advertising promotion for the 
pharmaceutical division. 
‘Boys’ Life’ Adds Two 

Edwin Cooper, formerly with 


Donahue & Coe, New York, and 


| Pierre Megroz, last with Glamour, 


have joined Boys’ Life, New York. 
Mr. Cooper is with the promotion 
department and Mr. Megroz is a 
member of the advertising sales 
staff. 


Hogan Joins ‘Journal’ 

Charles H. Hogan, formerly 
manager of the Portland, Ore., of- 
fice of Pacific Slope Newspapers, 
has joined the national advertising 
sales staff of the Portland Journal. 
Mr. Hogan was with the Journal 
from 1929 to 1942. 


Viscardi Joins K&E 

Tom Viscardi, formerly time 
buyer at Marschalk & Pratt, New 
York, has joined the media de- 
partment of Kenyon & Eckhardt, 
New York, as radio and TV time 
buyer. Before entering the agency 
field he was in CBS sales. 


Maulsby Joins B.V.D. 

Richard E. Maulsby, formerly 
territorial sales manager of Mack 
Trucks Inc. in Latin America, has 
joined B.V.D. Co., New York, as 
assistant v.p. in charge of export 
operations of the company. 


Remington Promotes Barioni 

A. C. Barioni, formerly in charge 
of sales research for the electric 
shaver division of Remington Rand 
Inc., has been appointed sales 
manager of the division, in Bridge- 
port, Conn. 


PROPER REPRESENTATION 
CAN MAKE —— 
THE 


40% interestinrapidly | 
growing magazine offered 
for sale for $50,000 


Now in 9th month of publication it is 
the finest opportunity ever offered 
national advertisers to tie in with) 
leading dealers. Process color on finest | 
stock. Saturation coverage in each | 
trade area. Ad volume up 400% in last 
4 months. Need funds to expand staff | 
and facilities. 
kane Box 21, Pe 
E. Illinois St.. Chicago 11, Ill. 


Write for samples of | 


ART DIRECTOR 


For top spot in Design Department 
of old established, nationaliy known 
Publisher of Children’s Books. 
Location—Chicago 
Age Range—728 to 35 years 
Character & Reputation must be Excellent 
Salary—$10,000 


This Is THE JOB 


1. CREATIVE Make Color 
Comprehensives to be 
rendered by well 
known illustrators. 
Plan Lettering: style, 
space and color only. 
2. EXECUTIVE—Organize and run a busy 

creative department. 
Your application will be confidential. 
Please tell us in detail your experience, 
abilities, education, age, etc. Box 32, 
Advertising Age. 200 E. Illinois Street, 
Chicago 11, Ill. 


(a) 


(b 


FLYING TO LOS ANGELES 


See me in person . . . write 
today for prompt reply! 


No distant personnel middle man 
needed. No “sight unseen” decision 
to make. Talk to me yourself. Write 
describing position on or near man- 
ager level. Will bring detailed per- 
sonal history binder. Agency & 
Company advertising-sales promo- 
tion background. Just began eighth 
year: trade-retail direct mail; trade- 
paper and retail newspaper cam- 
aigns; magazine production-edit- 
ing. Strong “Big 3”: (1) Planning; 
(2) ; (3) Layout. Married. 
Age: 30. Today. write to Box 28, 
Advertising ae 200 E. Illinois St., 
Chicago 11, Ml. 


TV AND RADIO 


Producer-writer of creative commercials 
Chicago only 
Box 27, Advertising Age, 
200 E. lilinois St., Chicage 11, Ill. 
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Along the Media Path 


@ Radio Central Bldg., in Spokane, 
Wash., will soon be the home of 
three of the city’s six radio sta- 
tions. KREM is planning to move 
to the fourth floor of the building 
as soon as the FCC authorizes sale 
of the station by Cole Wylie to 
Louis Wassmer. KGA and KHQ 
now occupy the sixth and seventh 
floors of the building. KSPO, now 
in the Ziegler Bldg., will move to 
the old KREM location in the 
Realty Bldg. 


e@ Chatelaine, Toronto, currently 
has every A&P food store in On- 
tario and every Steinberg’s store} 
in Montreal tying in with its “Fifty | 
Favorite Recipes” promotion for} 
the January issue—‘“the biggest} 
food promotion in the history of 
Canadian magazines.” 


e During 1951, the Pittsburgh 
Sun-Telegraph published approxi- 
mately 12,000,000 lines of retail 
display advertising, the largest 
volume in its 24-year history. 


e@ On Jan. 24, Practical Builder, 
Chicago, premiered, at the Nation- 
al Assn. of Home Builders’ Chicago 
convention, its new 15-minute 
slide film incorporating the high- 
lights of its 195i merchandising 
competition for selling new homes. 
“Oscars” to the nation’s best home 
merchandisers also were presented 
at the NAHB meeting. 


e@ Linens & Domestics’ research 
staff has compiled the data pre- 
sented in Haire Publishing Co.’s 
new market wall map, which gives | 
a comprehensive breakdown by 
trading districts and states of the 
linens and domestics market, cov- 
ering sheets and pillow’ cases, 
towels and wash cloths, blankets, 
quilts, comforters and _ pillows, 
tufted bedspreads and shower cur- 
tains. 


e@ Popular Science Monthly re- 
ports the highest total gross ad 


revenue in its 80-year history in 
the February, 1952, issue. 


INDUSTRIAL AD LIBRARY—A new kind of reference library for industrial adver- | 


tisers is Putman Publishing Co.'s Putman 


Awards Library, in Chicago. Containing 


no text books or published works, it has on display 117 documented reports from 

the advertising-sales records of U. S. Steel Co., Westinghouse Electric Corp., Monsanto 

Chemical Co. and other U. S. manufacturers. A librarian is on duty from 8:45 
a.m. to 5 p.m. 


e “How to Advertise Successfully | 
to Real Estate Men,” an analysis of 
the factors involved in advertising 
to the real estate market, particu- 
larly in the New York area, has 
been published by Realty, New 


York newspaper of realty and 
building. 
e The December True was the 


largest in its history in both ad- 
vertising and circulation, Fawcett 
Publications reports. More than’ 
1,822,000 copies were bought. 


e Johns Hopkins University has 
received a $10,000 grant from the 
board of directors of WAAM, 
Baltimore TV station. The fund 
will be used during 1952 for fur- 
ther extension of television activi- 
ties at Johns Hopkins and further 
development of “The Johns Hop- 
kins Science Review,” the univer- 
sity’s weekly TV show originating 
in WAAM'’s studios and broadcast 
over the DuMont Television Net- 
work. 


e@ The newest Mutual Broadcasting 
Co. presentation, “A  Lion-Size 
Plus,” presents features of the 10 
Mutual shows using Metro-Gold- 
wyn-Mayer stars. 


e The CBS Television Network has 
published “Follow-up,” which tells 
in words and pictures the accom- 
plishments of the net’s once-ex- 
perimental “Studio One” program. 


e “Your Ideas Produce Easier 
Sales” was the keynote of the Min- 
neapolis Star and Tribune’s annual 
advertising sales conference con- 
ducted for the newspapers’ retail, 
national and classified sales staff 
on Jan. 7. 


e Curtis Publishing Co.’s research | 
department has published a new 
marketing booklet to assist manu- | 
facturers or distributors of food! 
and drug products. Entitled “A 
Guide to Markets and Quotas for 
Food and Drug Store Products,” 
the 8l-page booklet contains the 
latest information on sales of food 
stores, drug stores and eating and 
drinking establishments. 


| 
} 


e@ Norfolk Newspapers Inc., with 
the technical assistance of RCA, 
has compiled a promotional book- 
let detailing “Operation Norfolk,” 
the introduction of television serv- 
ice in the Tidewater area by 
WTAR, Norfolk. 


e@ “Look Who's Behind You” de- 
scribes a new market development 
plan for Roanoke, Va., recently 
instituted by the Roanoke Times! 
and World-News. Through the) 
plan, a majority of the food stores | 
throughout the entire 16-county 
Roanoke market area are regularly 
contacted by members of the pa- 
pers’ sales staffs and receive regu- | 
lar weekly bulletins containing ad-| 
vance knowledge of national ad-| 
vertising schedules to appear in 
Roanoke papers. 


e Metro Newspaper Service is in-| 
creasing the size of the Senior 
Newspaper Service to make room 
for additional illustrations and an 
enlarged ready-to-sell section. 


e Anew survey released by Better 
Homes & Gardens, “Home Made) 
Action,” shows a high level of 
decorating, building and remodel- 
ing activity among the magazine’s 
readers in the past three years. 
Both newsstand and _ subscriber 


!readers were covered in the sur- 
| vey. The study shows that 10% of 


BH&G families have built new 
homes since May, 1948, and an 
additional 8% plan to build this 
year. Also included is purchasing| 
data on furnishings, radios and| 
television sets and decorating. 
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Houston is the largest city in the 
South, but...it is only a part of the 
1952 HOUSTON MARKET! 


THE REAL HOUSTON MARKET IS 
1,259,295 people or 365,347 families 


How do you cover these 365,347 families? 


POST 


Circulation 


Daily 
Sunday 


154592 42% 
164,047 


CHRONICLE 


Circulation 


Coverage 


44% 180,385 


eS 


ABC Publisher's Stotement, September 30, 1951 


TOTAL CIRCULATION 


POST 


CHRONICLE 


The HOUSTON POST 


Daily 
172,504 
183,856 


Sunday 
189,417 
202,414 


TEXAS’ LARGEST MORNING NEWSPAPER 


W. P. Hobby, President 


° Oveta Culp Hobby, Executive Vice President 


Eugene J. Lemcoe, Director of Advertising 
Robert Barron, General Advertising Monager 


ted by MOLONEY, REGAN & SCHMITT, INC. 


P 


Coverage 


166,529 451/2% 
49% 
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NOW... only 5 cities in the United States* have 

: . wo ) Sunday newspapers with larger circulations than 

= Ors ‘5; the Minneapolis Sunday Tribune 
...more than 615,000 in the Upper Midwest. 


* 
te New York 
af "Chicago 
- Los Angeles 
oo: Philadelphia 
ia Boston 
oS 

; 
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| Minneapolis 
Star and Tribune 


EVENING MORNING AND SUNDAY 


GARG 


MORE THAN 615,000 SUNDAY - 485,000 DAILY 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Take Time to Think’: Woolf 


‘It's What You Say,’ C. M. Says 


Better Packaging—Better Service 


The Jordan Story 


Ned Jordan Tells the Story of the Jordan Playboy 
and His ‘Somewhere West of Laramie’ Ad 


One of the “advertising greats” of all time is Edward S. (Ned) Jordan, 
who once produced the Jordan automobile, and whose “Somewhere West of 
Laramie” ad is invariably included in collections of great advertisements. 
Mr. Jordan read the provocative piece by John P. Cunningham, executive 
v.p. of Cunningham & Walsh, in AA’s Dec. 31 issue, and The Creative Man’s 
comments about Packard and the “immortality” of the Jordan Playboy in 
the same issue. He was moved to take his facile pen in hand, and what fol- 
lows here, in typical Jordan uninhibited style, is well worth every adman’s 


reading. 


By Epwarp S. (Nep) JoRDAN 


In a recent issue of ADVERTISING AGE 
John P. Cunningham, executive vice- 
president of a very successful advertising 
agency (you know, just a young fellow 
trying to get along) writes as if he were 
just a young fellow 
trying to get his head 
above the deluge of 
Starch, Hooper, Gallup, 
Roper, split-run tests, 
consumer panels and 
coupons, the means by 
which the man who 
pays for the space is 
supposed to be con- 
vinced that the agency 
has opened the magic 
“Pandora’s Box of Public Opinion” by 
interviewing an alleged few thousand of 
over 150,000,000 people. 

Mr. Cunningham’s question is: “Will 
Advertising Yardsticks Beat Creative 
Freedom to Death?” 

Then he frankly confesses that the first 
and second headlines he ever wrote were 
turned down by his copy chief, who must 
have been a man of about my vintage, 
because he knew that the first headline, 
“Opportunity Is Knocking At Your Door,” 
vas lifted from that old blue covered copy 
book we used in the first grade, while 
the second headline, “How to Make Rock- 
ing Horses Out of Little Rotten Apples,” 
was rejected by the “bull of the woods” 
always polite) because the “big shot” 
dubbed it “sheer trickery,” when what 
he meant to say was “simply screwy.” 


E. S. Jordan 


s Now, Mr. Cunningham, whom I frank- 
lv admire because he exudes a rather 
restrained flicker of intelligent honesty, 
says: “The day of the blue sky copywriter 
is gone,” and goes on to quote verbatim 
a piece I wrote over 30 years ago and 
which was published ONLY ONCE in 
The Saturday Evening Post, giving it as 
an example of what should not be done 
in these days...“Somewhere West of 
Laramie.” 

BUT—then he adds: “The big word and 
phrase men from Madison Ave. have 
gone west.” (Gosh, that’s depressing. 
Sounds like he must have had Bruce Bar- 
ton and Raymond Rubicam in mind and 
was burying them down in the west 
pasture.) 

BUT...he goes on: “gone west, into the 
field to study the market.” 

Y-E-A-H, like hell they have. They are 
out there clipping coupons, but not from 
advertisements. Arizona is full of beauty 
—animal, vegetable and mineral. Go out 
to Phoenix and Gallup over those ranches 


on a Starchy pony, Hoopering and Roper- 
ing on a split-run test and let us know 
the results of your survey. There, boys 
and girls, life truly slips its tether. 

You'll discover that John Cunningham 
left the MEAT of his piece—the STUFF 
that now makes headlines—for the last 
two paragraphs in his opus in ADVERTISING 
AGE. 


s Listen; here is what he says after a 
couple of thousand words: “LET NO AS- 
PIRING YOUNG CREATIVE ADVER- 
TISING MAN FORGET THE FOLLOW- 
ING FACTS... 

“Women do most of the buying of ad- 
vertised products in America...When Dr. 
Starch and Dr. Gallup and all the psychi- 
atrists and psychologists have been able 
to solve, predict and catalog that complex 
and unpredictable instrument known as 
a ‘Woman’s mind’...then there will be 
no further need for creative imagination 
in advertising.” 

JOHN, why didn’t you say that in the 
first place? Yet I have hope for you. You 
may grow up and be a help to your 
parents. The IDEA is as old as the world. 
No wonder we made a couple of million 
dollars when all the other manufacturers 
were thinking about “WHAT MAKES A 
CAR GO,” when we were proving 
“WHAT MAKES A MAN GO.” IT’S A 
WOMAN. 

Now, we turn to The Creative Man’s 
Corner on the page where Mr. Cunning- 
ham finishes. He says: “Advertising has 
never been a business for Caspar Milque- 
toasts. Yet there must be some happy mid- 
point between Caspar and the innumer- 
able Baron Munchausens who people it.” 


s The Creative Man reproduces a Packard 
ad under the heading “Packard Joins the 
Immortals” and he quotes “ ‘fashion- 
keyed by Dorothy Draper’—whatever 
fashion-keyed means and whoever 
Dorothy Draper is. . .Now, however, Pack- 
ard has become—overnight—one of the 
Packard immortals.” 

“No kidding,” The Creative Man says, 
“When did the Packard ever achieve the 
immortality of the Jordan Playboy (and 
other old timers)?” 

Oh...James...fetch me my harp AND 
sweep off that top step of the golden 
stairs. I’m going to tell the story of the 
IMMORTAL Playboy before they take 
my bones somewhere west of Laramie 
and bury them out on the lone prairee-e-e 
—out where Henry Ewald wants to erect 
a monument to the man who wrote better 
copy than that ene. 


Just to get you in the mood: “I am the 
rose of Sharon and the lily of the valley 

. As the lily among the thorns, so is my 
love among the daughters...” 

Oh...excuse me, I must ‘have been 
thinking of the fundamentals of all ad- 
vertising...all FICTION...all of life, 
which include LOVE, MONEY, ADVEN- 
TURE and SPIRIT (or religion). 


@ Those who are already dry behind the 
ears will remember 1918, when 2,000,000 
girls were waiting for 2,000,000 boys to 
come back from “over there.” They called 
them “doughboys.” I knew the name 
would be anathema to the lads just as 
soon as they gladly put on their “civvies.” 
So I stole the name Playboy from Synge, 
the Irish playwright, whose play, “The 
Playboy of the Western World,” had been 
brought to Broadway by Lady Gregory. 
You see I’d been selling Ramblers and 
Jefferys for ten years, according to the 
engineers’ ideas of promotion—offset 
crank shafts, straight line drives, and 
ejector manifolds. Then Kettering per- 
fected the Delco starting and lighting sys- 


tem. Now any woman could crank a car 
without breaking her arm. A brand new 
market had been created. So. ..we got to- 
gether $300,000 and started for town 
Those were the days when we were hap- 
pily “tiptoeing on eggs’—we just had 
complete faith in the IDEA. 

Waiking the floor one dreary Saturday 
afternoon, waiting for good old “slew foot 
Barger,” our Toledo dealer, to come in 
with a check for two cars to drive back 
home. He appeared and we met our 
meager payroll. Dancing that night at the 
Mayfield Country Club with Eleanor Bot 
ton, age 17, a fine outdoor girl, who 
could play any position on any guy’s team, 
“Mr. Jordan, why don't you build a car 
for the girl who loves to swim and paddle 
and shoot and for the boy who loves the 
roar of the cutout?” “Thanks, nice girl, 
for a million dollar idea.” 


@ Next day...New York, in Harry Hat} 
rington’s Packard Custom Body shop... 
A swanky roadster designed for Flo Ziege 
feld as a gift to his wife, Billie Burke, 
Sketch the jeb in outline on an envelopé 


Somewhere West of Laramie 


— ~. MW 
. 


steer-roping girl who knows what I'm talking about. She can 

tell what a sassy pony, that’s a cross between greased light- 
ning and the place where it hits, can do with eleven hundred pounds 
of steel and action when he's going high, wide and handsome. 
The truth is—the Playboy was built for her. 


Built for the lass whose face is brown with the sun when the day 
is done of revel and romp and race. 

She loves the cross of the wild and the tame. 

There's a savor of links about that car—of laughter and lilt and 
light—a hint of old loves—and saddle and quirt. It's a brawny 
thing— yet a graceful thing for the sweep o' the Avenue. 

Step into the Playboy when the hour grows dull with things gone 
dead and stale. 

Then start for the land of real living with the spirit of the lass who 
rides, lean and rangy, into the red horizon of a Wyoming twilight. 


S:= EWHERE west of Laramie there's a broncho-busting, 


@ 
JORDAN 
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Get to Buffalo where it could be bumped 
out of aluminum on inexpensive wooden 
dies, Ship it to Cleveland. . .hide it in the 
warehouse, Keep your mouth shut 

Plaster it with everything that women 
want in a car...to hell with the old me- 
chanical chatter. Make it look like a 
woman likes to look to the man who likes 
to look at her 

Call all the dealers in. Sell ‘em from 
soup to nuts on the regular production 
line...Then WHAM comes the Playboy 
up the boulevard. A regular riot started 

Hey. Ned, when can we get ‘em?” 
“Never, We just built one for the fun 
of it. You guys can’t sell an expensive cat 
You can’t think of anything but price.” 
The hell we can’t... can sell a hundred 
if those babies at $3,000.” 
brave boys, write down your 
prices...drop them in a hat. We'll build 
one for each of our 85 distributors. The 
price will be the lowest figure any dealer 
puts in the hat and he'll get the first 
Playboy.” Baker, our Detroit distributor, 
put in the figure $2,175 WELL. . .that 
gave us $500 net profit in every job and 
every time we made 2,000 jobs.. WE 
MADE ONE MILLION DOLLARS 

DUYUH call that BLUE SKY, John 
Cunningham” 

LISTEN, KID—the new General Mo- 
tors Le Sabre is heading for that sort of 


denouement 


Okay 


* Next! wrote ONE advertisement for The 


'Ssaturday Evening Post. It went like this: 
> “We might as well tell it...the secret 

will soon be out...It’s a wonderful com- 
panion for a wonderful girl and a wonder- 


Salesense in Advertising ... 


ful boy. How did we happen to think of 
it? WHY...a girl who loves to swim and 
paddle and shoot described it to a boy 
who loves the roar of the cutout. So we 
built one just for the love of doing it... 
and stepped on it...AND...the chickens 
ran and the dogs barked. It’s a shame to 
call the Playboy a roadster...so full is 
this brawny thing of the vigor of boyhood 
and morning.” 

Then followed a deluge of letters from 
women all over America. The best was 
from a girl in West Park, O., who wrote: 

Dear Mr. Jordan: I do not want a posi- 
tion with your company. I just want to 
meet the man who wrote that adver- 
tisement, I am 23 years of age, a bru- 
nette, weight 120 pounds, and my wings 
are spread. All you've got to do is say 
the word and I'll fly to you.” 

Now, I might safely answer the ques- 
tion which has been asked a thousand 
times...“Did you?” My answer was 
“N-O-O,” because there were only 24 
hours between sunset and sunset. ..NOW 

I MIGHT... 

P.S. The Jordan made 1900% for the 
original stockholders. We started liquida- 
tion in 1928 when our statement showed 
312 in assets to 1 of liabilities and the 
boom was on, but we could see the de- 
pression looming over the horizon, and 
knew that the volume manufacturers 
were going to build 5,800,000 cars, which, 
with all the trading, would bankrupt 
thousands of dealers—WHICH IT DID. 
THANK THE LORD we quit just in time. 
Our families have since been enjoying 
the trust funds which the Playboy earned. 


| Take Time to Think 


sv JAMES D. WooLr 


; In our headlong rush to get along in 
Mhis desperately busy and bitterly compe- 
Ritive world we live in, it seems to be 
etting harder all the time for us to take 
Bie out to think. Demands of the mom- 
ent crowd us and 
plague us, it seems, re- 
entlessly; and the urge 
* accept things as 
Shey are is a tempta- 
Bion often too strong 
5° our will to resist 
Grenville Kleiser 
once wrote that the 
practice of daily med- 
itation is one of the 
most effective means 
of developing clear and accurate thinking 
It is thus that great ideas are conceived 
and great projects planned. Mr. Kleiser 
advises strongly that every one of us 
should reserve a definite time each day 


Jim Woolf 


for quiet thinking 
This has long been the habit of Beards- 


ley Ruml. He once advised those in search 
of ideas to lock themselves up, relax in a 
chair, and do nothing for an hour each 
day 


® Mr. Rum! is said to spend longer than 
an hour every day in such intimate ses- 
sions with himself. He lets his mind 
wander in reverie 
“waking-dream” fashion, free of preju- 


dice and preconceived notions. He has 


or what he has called 


described this mental condition in which 
he gets his ideas as a “state of dispersed 
attention.” 

Prof. A. B. Chalfont (“What's Holding 
You Back?”), who thinks too much con- 
centration is a bad thing, recommends a 
procedure for getting ideas much like 
the Rum! method. Chalfont 
among other things that you should: (a) 
unkink your brows; (b) relax and put 
your feet up on your desk; (c) give your 
mind a lot of rope and ruminate about 


advises 


the subject, and not struggle to keep it 
strictly to a main line of thought. 


8 Nearly all creative artists and thinker- 
uppers follow some such procedure. Jo- 
sef Hofmann, Paderewski, and Kreisler 
would abandon themselves to hours of 
“idle” reverie. Charles Tellier, the great 
French engineer, once said that in his 
leisurely strolls his greatest discoveries 
were made. Milton, like Maeterlinck, was 
wont to “meditate by quiet brooks.” 

Also, in our headlong rush to get things 
done, we take too little time to acquire 
an adequate background of information 
when we attack a problem. Dr. Frederick 
T. Gates, noted educator, once said that 
“successful imagining depends on an 
abundance of facts.”” Dr. Frank Crane, in 
support of this, once said: “Our best 
friends and our worst enemies are our 
thoughts. An idea can do us more good 
than a doctor or a banker or a faithful 
friend. It can do us more harm than a 
brick.” Dr. Crane went on to explain that 
we are too prone to think without facts, 
to go ahead on guesswork. 


® Facts give our minds a starting point, 
a place to begin our meditation. Some- 
thing we read in a book or a trade jour- 
nal starts us off. Charles Goodyear, dig- 
ging into a book, learned that with sul- 
phur he could harden gum. Here was a 
fact, something to spark his thinking. He 
read everything he could find on the 
subject, asked questions of everybody he 
thought might give him useful facts. He 
found that sulphur-cured rubber must be 
heated-treated to destroy its soft, sticky 
texture. Years of experiment followed, 
and in 1844 he produced the first per- 
fectly vulcanized rubber. Patient medita- 
tion plus INFORMATION was the form- 
ula that achieved his triumph. 

It is too bad that the advertising busi- 
ness is in such a hell of a hurry. There is 
far too little time to acquire knowledge, 


Advertising Age, January 28, 1952 
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The Creative Man’‘s Corner... 


advertising fundamentals. 
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Large Space or Small— 
It's What You Say that Counts 


Coupla questions concerning certain advertising assumptions—and a few 


For some time, now, Wrigley has been using small L-shaped ads on the 


INTEREST DIVIDEND EXTRAS 
a 
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THE NEW YORK SAVINGS BANK 


comics page—presumably 
because of the high reader 
traffic there. Ask some of 
your friends if they’ve seen 
the Wrigley ads. Ask them 
what they say. Interesting 
experiment. The one The 
Corner has in front of it 
now happens to say, “Want 
to please a person quick? Of- 
fer a refreshing stick. ..of 
Wrigley’s Spearmint Gum.” 
Want to please a person 
quick? Slipimafin. 
Assumption: The 
readers, the more 


more 
sales. 


Fundamental: Give ‘em a 
reason for buying. 
~\ Now let’s switch from 


% chewing gum to bank ads. 
Lotsa bank ads recently. 
i Banks must be doing good. 
j The New York Savings Bank 
runs a thousand-line diller 
urging readers to “Get all 
these dividend extras.” If 
you can read the copy, you 
try to figure out just what 
they are. At least, however, 
you can see the big 2%. Now. 
If you can see over your bi- 
focals, take a gander at the 


right above. “212% 
same page. How’s your mathematics? 


current dividend on savings,” it says. Right on the 


Assumption: Big space is better than small space. Fundamental: What you 
say is even more important than how you say it. 


200-line West Side Federal 
Savings and Loan Assn. ad 


and few of us, such are the demands of 
our daily jobs, can meditate by quiet 
brooks in Ruml-like fashion. Yet, surely, 
most of us can, in our evenings, devote a 


few quiet, relaxed, easy moments of med- 
itation over the just-completed day’s 
work. Surprising dividends in useful ideas 
may result. 


Mail Order and Direct Mail Clinic... 


Better Packaging-Better Postal Service 


By Wuitt NortHMORE SCHULTZ 


“Better packaging better 
service!” * 

Chicago’s able postmaster, John Hader- 
lein, who has just supervised the Windy 
City’s biggest Christmas mail, sent along 
that hint to me in a form letter the other 
day. , 

Attached to this letter was a torn label 
from one of the thousands of packages 
which left our headquarters during the 
recent Yule rush. 


results in 


@ it seems this particular package—which 
we believed was well taped—was too 
heavy to withstand rugged Christmas 
mail treament. All that was salvaged from 
that shipment was our label. The loss was 
over $15. Slight, yes. But indicative of 
what might have happened to hundreds 
of other packages containing similar mer- 
chandise. 
This taught me a lesson! 


All heavy parcels, regardless of size, 
should be tied with strong twine or rope, 
or approved wiring or banding, cautions 
Postal Bulletin No. 19106, dated Feb. 17, 
1948. 


® Heavy shipments, in which merchan- 
dise shifts from one place to another, are 
among a postmaster’s biggest problems, 
for in nearly all cases the package splits 
open and the contents are lost or damaged. 

Here are some rules to follow when 
packaging and shipping by mail: 

1. Try to obtain sturdy, special boxes 
that exactly fit the merchandise you are 
shipping.* 

2. Parcels containing loose material 
should first be wrapped and securely 
fastened in suitable size bundles before 
placing in the outside wrapper or con- 
tainer. 

3. Be certain the container is strong, at 
least 200-pound test, and that empty 
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Your assurance of better store display, 


larger inventories and faster turnover— 


THE GROWING TREND among re- 
tailers to pare lines to fewer brands 
presents a major problem for man- 
ufacturers. Coupled with the in- 
creasing share of the market en- 
joyed by chain and private labels. 
the movement requires aggressive 
action towards building a strong 
consumer franchise if you are to 
get the volume you want. 

If your efforts to open and ex- 
coe pand distribution are bottle-necked 
2 by retail practice, you will be in- 
terested in a proved procedure de- 
veloped by the Chicago Tribune 


from first hand knowledge of sell- 
ing and advertising in Chicago. 
Integrated with retail thinking 
and store operations, the Tribune 
plan earns better shelf position and 
store display for your brand. It re- 
sults in greater productivity from 
your salesmen and larger orders 
without resort to special discounts, 
deals, premiums or price cuts. 
Because it gets for your brand a 
greater share of the day-to-day 
buying of consumers it builds for 
you a market position strongly re- 


sistant to competitive selling. [It 


The Chicago Tribune 
isumer-Franchise Plan! 


meets today’s conditions and serves 
as a sound basis for future expan- 
sion. Rich in results in Chicago, the 
plan can be set up in any market. 

Here is the kind of a specific pro- 
gram that makes sense to the execu- 
tive who seeks a constructive 
method that will build high annual 
volume and contribute to continued 
company growth and financial suc- 
cess. A Tribune representative will 
be glad to discuss this consumer- 
franchise plan with you. Ask him 


to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBIINE REPRESENTATIVES: 
Chicago _ New York City —_— Detroit San Francisco Los Angeles 
I A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
4 1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St. 1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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space is tightly stuffed 

4. Tape with heavy tape. Tape length- 
wise over seams of cover flaps and cross- 
wise at the ends, with tape extending 
over on to the sides, both at top and bot- 
tom 

Improper packing, insecure fastening 
and lack of moisture for proper gummed 
generally the cause 


tape adherence are 


of badly damaged merchandise shipped 
through the busy U. S. mails. 

Take extra care in your shipments. 

Remember, better packaging results in 
better service! 

*You can secure tailormade boxes from 
firms like Ajax Box Co., 2210 S. Union, 
Chicago 16, and Triangle Paper & Box 
Co., 1505-35 W. 15th St., Chicago 8. 


The Eye and Ear Department... 


Good Quiz Program for Sale 


Anybody interested in a good quiz pro- 
gram could do worse than take a peek 
at “What’s the Story,” presented over 
the DuMont Network, Tuesday nights 
at 8. 

Walter Kiernan’s the emcee, with four 
newspaper people comprising the panel. 
Betty Furness sort of off-stage 
voice (although she quite at- 
tractively, on the screen) describing, 
without giving any particulars, news 
events both recent and past. The audience 
is given the particulars on a telop. The 
panel is then allowed to ask questions. If 
they don’t unearth it on the first try, 

tty gives with a little more information. 

they don’t get it, the listener who sent 
the question gets a prize 

While, like most quiz programs, “What's 
the Story” derives its formula from 
radio's early “Information, Please,” the 
uge of news stories gives a color and in- 
terest that sets it a mite above most quiz 
pfograms. Kiernan makes an amiable, 
eVen jovial emcee, but he lacks the suavity 
= encyclopedic knowledge of a Fadi- 

I 


plays a 
appears, 


1. This department feels that an emcee 
on any quiz program should have all the 
e@fmarks of a pundit. He should look like 
&@ Pundit and be a pundit. He should know, 

example, that Simon Bolivar is pro- 


- 


Employe Communications... 


| Let Employes Help 


By Rosert Newcoms and Marc SAMMONS 

In certain labor-starved labor areas 
around the country, employment depart- 
ments are back to the hair-tearing days 
of World War II. In these sections the dis- 
tress signals are really up, and the situa- 
tion calls for the full skills of public and 
Particularly 
non-defense establish- 


industrial relations people 
hard hit are the 
ments. A waitress in a restaurant won't 
stick around long with the trays when she 
can go across the street, raise her pay and 
working conditions 


are issuing a new type 


improve her 
Some companies 
of recruitment 
the features of an indoctrination manual 
and a booklet of welcome. Emplove jour- 
nals are featuring the attractions of work- 
ing at good cold ABC Corp 
of recruitment staffs are far 


manual, which combines 


The members 
afield 
viewing job prospects, and in many places 
the pickings are lean, In the larger com- 
panies, where the pinch is tight, public 


inter- 


relations people are being hauled into the 


recruitment discussions, and advertising 
managers have been directed to get per- 
suasive in the Help Wanted columns. This 
isn’t universal, of course, but it is fairly 
widespread, and when the defense con- 
tracts get into full motion, the labor 


shortages naturally will increase 


se It is common practice in many com- 
panies to give preference to relatives and 
sometimes friends of employes. But in 
the critical areas that barrel is presuma- 
bly about dry, and where the noodles are 


THE PANEL—Experts on “What's the Story,” 
Tuesday night quiz on WABD and the 
DuMont Net, are Walter Kiernan, “city 
editor”; Jimmy Cannon, New York Post: 


Harriet Van Horne, World-Telegram and 
Sun; Earl Wilson, Post; Robert Sullivan, 
New York Daily News; and Eloise McEl- 


hone 


nounced “See-mon Bo-lee-var” and not 
“Sye-mon Boll-a-ver.” Announcers have 
to know these things — why not emcees 
on quiz programs? 

Regardless — and even though Kiernan 
looks and acts like an aviation mechanic 
— “What’s the Story,” in this depart- 
ment’s opinion, has real commercial pos- 
sibilities. David Lowe directs it. 


Hire New Employes 


actually being used, employment offices 
are going seriously at the business of get- 
ting employes to help hire new employes 
At the root of the new formula is a 
determination not only to make the place 
and the job attractive, but also to cloak 
the very processes of recruitment in a 
little dignity. The job applicant in lean 
times is accustomed to being thumbed to 
a hard seat, where he may examine last 
year’s magazines or none at all. He knows 
all there is to know about being kept 
waiting for hours, and finally being told 
there is nothing open. What he thinks of 
the company that so abuses him, and 
particularly what he about it, has 
no place in this journal of refinement. 


Says 


® Farm Bureau Insurance Cos. in Colum- 
bus, O., needs employes, and shows its 
talents in recruitment. The organization 
uses its own employes to gain others, and 
it makes the job of recruiting new em- 
ployes stimulating and interesting for the 
employes already there. One of the de- 
vices the companies use is not particular- 
ly new, but it is neat and effective. Em- 
ployes are supplied with colored cards in 
plain envelopes. The card is for purposes 
of introduction to the Farm Bureau em- 
ployment department. On it the employe 
fills in the introduction, including the re- 
lationship to the employe. The job ap- 
plicant presents the card to the employ- 
ment office when he or she goes for an 
interview. 

An applicant comes in under a favor- 


able wind. He's a recommended applicant. 
He has an endorsement in his hand. He 
is treated with courtesy and consideration 
when he arrives. If the applicant isn’t 
satisfactory, or the roll is full, at least 
he’s been exposed to decent treatment. 
He feels that way when he leaves, and 


Tips for the Production Man... 


Advertising Age, January 28, 1952 


probably talks about it afterward. 

In the tight labor areas, companies are 
fighting for good employes; some compa- 
nies are just fighting for employes, hoping 
they will be good. They might take a cue 
from this Columbus concern, where even 
job-seeking has its own dignity. 


Taboo on Zinc Plates Is Spreading 


By Kennetu B. BUTLER 


Last summer this department reported 
the refusal] of the Chilton Co., business 
paper publisher, to accept in the future 
zine plates to be run in their publications. 
The reason given was frequent press form 
smashups and delays due to the brittle 
zines popping off their mounting during 
the run. 

The taboo continues. Simmons-Board- 
man, publisher of a dozen or so magazines 
in the transportation field, has made a 
similar restriction on the use of zincs. It 
now requires that zine plates first be 
electrotyped before sending for inclusion 
in ads. Simmons-Boardman cites the 
same reason as Chilton: delays and dam- 
age on the press due to loosening of plates. 


® This trend, which apparently is justi- 
fiable, based on their experiences, pre- 
sents a real problem to production men. 
It also affects engravers, who already 
are losing business to offset competition. 

Can this go on, or is something going 
to be done about it? The smaller ad- 
vertiser, principally, is affected, because 
he is the principal user of ads set by 
the publisher (the bigger advertisers 
pretty generally furnish complete ad 
plate electrotypes).. The necessity for 
making an electro runs up his plate costs. 
By causing an additional operation it also 
slows up his production. Then, too, there 
is the annoyance of having to remember 
in each instance to order the electro, for 
years of zinc plate use is pretty deeply 


ingrained in him. 

The taboo on zine plates is unfair, we 
believe, in instances when the zinc is 
to have only a one-time use. In our ex- 
perience, which has covered a pretty in- 
tensive 30 years, the zinc plates which 
give trouble are those which are used 
in standing ad material and which thus 
receive a long and arduous pounding. 
Even in runs up to 180,000 we have ex- 
perienced few brand new zincs coming 
off their base. And the average trade pub- 
lication seldom exceeds a run of 35 or 
40 thousand. 


® Let us ask this question of Chilton and 
Simmons-Boardman: Do you _ electo- 
plate zincs which you use one time in 
your own editorial material? We may be 
wrong, but it is our guess you do not, for 
reasons of economy. Well, the small ad- 
vertiser has the same budget problems. 
If you do electroplate them, then you 
are indeed taking your own medicine. 

If engravers do not want to lose an- 
other segment of their patronage, then 
they will go into a huddle and find ways 
and means to make zines stick to their 
base without the necessity of making 
electros. Can a change in metal specifi- 
cation overcome the brittleness? How 
about gluing zines onto the mounting 
block? (Few copper halftone plates are 
nail-mounted any more.) How about nail- 
ing plus gluing? 

This growing taboo on zincs should be 
a challenge to the engraving and graphic 
arts industry. Is it equal to the challenge? 


Consumer expenditures 


Food and tobacco 305.7 
Clothing, accessories, 

and jewelry 207.9 
Personal care 205.3 
Housing 174.2 
Household operations 251.6 
Medical care 263.3 
Personal business 163.2 
Transportation 302.4 
Recreation 260.9 


Private education 
and research 


267.0 


Religious and 
welfare activities 


Foreign travel 
and remittances 


152.3 


135.9 


RATIOS OF TYPES OF PERSONAL CONSUMPTION 
EXPENDITURES 1950 AS A PERCENTAGE OF 1929 


1950 as a percentage of 1929 


TRENDS—Personal consumption expenditures for 1950 as a percentage 
of 1929 are shown in this chart prepared by Aiderson & Sessions, Phil- 
adelphia marketing and management counsel. “The upward movement 
in food prices is one factor in the increase in food dollars but not the 
only one,” A&S points out, “Also important is the leveling up of con- 
sumer incomes which has led to an increased volume of food con- 
sumption among lower income families.” 


2 Rouen 
penis 
- = ee 
: a 
= x 
iosiennnnnnnEEEREREnEEEEEERETEEEREEREEEEE ee se 
; Pe . 
——_ = -.nvwvwclO One +2 
a 
3 nel 
ee 
; ; q ae 
(i : - 2 7 y amt &? " 
| és ba ait cone ae oe 
2 ‘ ae : P-. Z 
a Pes. : of . = -ae i 
J ~ an ey: , % oh vs, 5 . 
43 eS LL} ee a ‘ ae 
ee, DS ame Pa , eG 
Yd -. mF ~ be Rae 
: -_ —_—_ re, 
+ ‘ + y 1% Het page 
He Pai = 2 . Sto rs Sao 
ee ee - Sey ¥ 
q Me a > pee i ae act 
: : pert ode 
i « as 
nT oe i 
ax ties 
a » mf 
soe state 
C { ee 
a ee: 
i eo 
3h | Tee 
=e edo 
‘G — a7 
: } oe er 
eae al 
—_— oka 
7 ‘aa 
sf ae 
f eae 
—— oneal 
=a ies 
y. \ es 
oS : Be Sa 
CU - 
3 1) | ba “a 
~ ty ah 
Sy fi ea 
a oe 
a Bt 
a au 
": } PO + 
_§ - 
iF Pt pl , 
ft ., ee 
* 2 
3 es 
aie | 
“tes : 
hep i: 
= , 
ef ee 
vd Se, i 
. & ; 
Bh, 
: ‘ 2 hie 
ware , C F ie 
© P| 
% . 
ee 
.: SS 
te 
ae ( 
Ais : 
> i 
te x 
{45 : ae ees 
ait TE ee et oe Se i : : ; : Sees ae wee ‘ eee ee ees Seer Chey Ba oem ae esses ee 


Borden Co. Forms 
Division to Handle 
Several Food Lines 


New York, Jan. 22—The Borden 
Co. last week announced formation 
of a new division to be known as 
Borden Food Products Co. The 
new unit has been formed by 
merging the grocery products, dry 
milk and export divisions. The 
merger was prompted by the in- 
creased business of these highly 
diversified operations, Theodore G. 
Montague, president of the com- 
pany, said. 

No radical changes in adver- 
tising policy are contemplated, AA 
was told. Doherty, Clifford & 
Shenfield will continue to handle 
Borden’s instant coffee advertis- 
ing; Scheideler, Beck & Werner 
will continue to service Borden’s 
Instant Mix for het chocolate and 
Hemo, and Young & Rubicam will 
continue to service Borden’s eva- 
porated and condensed milk ad- 
vertising, its Eagle brand con- 
densed milk, its packaged malted 
milk, Starlac, and None Such 
mince meat. 

No specific advertising cam- 
paign for the new division is con- 
templated at present, it was said, 
but whether it will be undertaken 
in the near future will depend on 
circumstances. 


8 Willis H. Gurley, Borden v.p 
who has been in charge of the 
manufactured products operations, 
has been named president of Bor- 
den Food Products Co. Vice- 
presidents of the new division in- 
clude Daniel M. Dent, formerly 
export division manager; Charles 
S. Strickler, formerly general 
sales manager, and Sam Thompson, 
general advertising and merchan- 
dising manager of the grocery 
products division. 

The division operates about 40 
plants in 17 states. Its consumer 
products are availabie in retail 
stores; their distribution is han- 
dled by food brokers backed by a 
Borden sales organization having 
branch offices in principal cities. 
Its bulk products are bought by 
bakers, confectioners and other 
food manufacturers. For its raw 
materials, the division relies on 
about 24,000 American farms. It 
also buys in world markets, parti- 
cularly coffee from South America 
and cocoa from Africa. 


Advertising League Elects 
Harry C. Waterston of Water- 
ston & Fried, New York, has been 
elected president of the League of 
Advertising Agencies for 1952. 
Other new officers are: Executive 
secretary, Max B. Pearlman, M. B. 
Pearlman Co.; Ist v.p., Louis E. 
Reinhold, Richmond Advertising 
Service, New York; 2nd v.p., S 
Duane Lyon, S. Duane Lyon Inc., 
New York; 3rd v.p., Charles Ford, 
Iversen-Ford Associates, New 
York; treasurer, Bert Frisch, Will 
Burgess & Co., New York, and 
secretary, Max Sinowitz, Chelsea | 
Advertising, New York. 


Wings Repeating Ad Theme 
Piedmont Shirt Co. will promote 
Wings sport shirts for spring, 1952, 
with the same five-letter man, 
theme used this past fall. The 
campaign, which will run more; 
than $150,000, breaks with b&w 
pages in the March issues of Life | 
and Quick. Succeeding issues of 
Esquire, New York Times Maga- 
zine and True will have pages and | 
spreads, in color and b&w. Zlowe| 
Co., New York, is the Wings agen- | 
cy. | 


‘Times’ Appoints Forrest 

John G. Forrest, financial editor 
of the New York Times since 1945, 
has been appointed the first busi- 
ness and financial news editor of | 
the paper. The business news de- | 
partment had been headed by C. F. 
Hughes, whe died in December. 
Now the business and financial 
news departments will be merged 


under Mr. Forrest. | 


Advertising Age, January 28, 1952 


Eastern Offices 110 E. 42nd St., New York 17—under management of A.H.KUCH ¢@ Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicaga 


Detroit is a_billion-dollars-a-year 


marketplace for food products. 


it ranks second in food retail sales 
per family among the nation’s top 


five standard metropolitan areas. 


To do food business in Detroit, 
you’ ve got to use The Detroit News. 
Because Detroiters shop The News 
before they shop the stores, it 
carried 3,166,619 lines of food 
advertising in 1951 . . . 676,123 
LINES MORE THAN BOTH OTHER 
DETROIT PAPERS COMBINED! 


459,808 
highest weekday circulation of 


Satna The Detroit News ff 


highest Sundoy trading 
erea circulation. ; THE HOME NEWSPAPER : 


A. 8. C. figures for 6-month period 
ending September 30, 1951 owners and operators of radio statioks WWJ, WWJ-FM, WWJ-TV 
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Broadcasters 
Hote! 


Oregon 

d igene 

Eugene, Ore 
March 17-20. National Premium Bu 


ers 


Exposition (19th annual Conrad Hilton 
Hotel, Chicago 
March 19-21. Assn. of National Adver 
tisers, spring meeting. The Homestead 
Hot Springs, Va | 
Mareh 21-22. Third annual Advertising 
Institute nory University and the At 
lanta Advertising Club, in Atlanta 
*March 26-28. American Assn. of In-| 
dustrial Editors, first national conven- 
nm. Netherland Plaza Hotel, Cincinnati 
larch 30-April 2. National Assn. of 


io & Te ision Broadcasters, annual 
wention Conrad Hilton Hotel, Chicago 


Advertising } 


April 1-3. Point of Purchase 
inMitute,. annual symposium, Waldorf 
A@foria Hotel, New York | 

April 3-5. American Assn. of Adver 
tide Axencies, spring meeting, The 
Greenbriar White Sulphur Springs, W 
Va 

@pril 8 Associated Business Publica- 
tlom. awards presentation, 1952 contest, 
Hof! Statler, Boston 
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Assn., annual convention, Waldorf- 
' Ne York j 
pril 2% Advertising Federation of | 
ica, Fourth ‘Florida: District, Casa 
~ Hotei, Miami Beach, Fla 
y 4-7. Associated Business Publica- 
t swmnual spring conference The 
it stead, Hot Springs, Va 
11-14. National Newspaper Pro 


JUST ASK FOR MARIE: 
1 WAbash 2-8655 and ask for 
te Maize on your next multi- 
gfaph. mimeograph, addressing or 
Shing job. Quick pick-up and de- 
livery. fast and accurate work, plenty 
experienced personnel, charges 
ays in line. THE LETTER SHOP, 
Ine.. 431 S. Dearborn St., Chicago 5 
(How in our 23rd successful year.) 
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motion Assn., annual convention, Brown 
Hotel, Louisville, Ky 

May 19-20. Inland Daily 
spring meeting, Congress Hotel, Chicago 

May 21-23. International Council of 
Industrial Editors, 11th annual conven 
tion, Minneapolis 

May 25-28. National Business Publica- 
spring meeting, Skytop Lodge, Sky- 
top, Pa 
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America, 48th 
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Specialty 
and 
Chicago 
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mnual meeting 
Oct, 20-23. Financial 
Assn., annual convention, Coronado, Cal 
*De« 29. American Marketing Assn 
conference, Palmer House, Chicago 
10-14, 1953. National Business Pub- 
spring meeting, Broadmoor Ho 
Colo 


June 
ications 
tel, Colorado Springs 
Two Join Kenyon & Eckhardt 

Matilda Clark Robbins, formerly 
fashion writer for G. Fox & Co., 
Hartford, Conn., has been ap- 
pointed copywriter on the Tennes- 
see Eastman account at Kenyon & 
Eckhardt, New York. Joe] Conron, 
formerly with the sales and adver- 
tising department of the Kings 
Super Market food chain, New Jer- 
sey, has joined Kenyon & Eck- 
hardt, New York, as assistant sales 
promotion director in the promo- 
tion and publicity department. 


Four Appoint Grant Agency 
Gummed Tapes Ltd., Johannes- 
burg, South Africa, has appointed 
the Grant Advertising office there 
to handle its account. The Grant 
office in Calcutta has been ap- 
pointed to handle the accounts of 
Central Tea Board of India; Black- 
wood Hodge Ltd., for Euclid earth 


| moving equipment, Marion shovels 
| and ' i 


cranes and Cummins diesel 
engines; and Tractors Ltd., for| 
John Deere products. | 


Perkins Names Calder S. M. 
Louis Calder Jr., v.p. and assist- 
to the president of Perkins- 
Goodwin Co., New York, has been 
named sales manager of the com- 
pany’s paper department, a posi- 
tion formerly handled by David I. 
Edwards, who retired Jan. 


Appoints McKim Advertising 
The Canadian vitrified clay pipe 
industry has appointed McKim 
Advertising, Toronto, to direct its 
advertising and public relations. 
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HAMBURGER 
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OLD AND NEW-—The change in copy approach for Tabasco sauce, manufactured 
by Mcilhenny Co., Avery Island, La., after Scheideler, Beck & Werner took over 


the account from Duane Jones Co. (AA, 


Jan. 7), is seen in the comparison here. 


On the extreme left, od copy was aimed at the smart suburbanite with recipes 

suitable for use only four or five times a year. The new approach (center and right) 

stresses the appeal to an average housewife. pushing Tabasco use in scrambled eggs, 
hamburger and (not shown) beans, macaroni and cheese and tomato juice. 


Libbey-Owens-Ford Shifts 
Four Execs in Sales Dept. 

Libbey-Owens-Ford Glass Co., 
Toledo, has made the following 
four changes in its sales depart- 
ment: J. M. Johns, general mana- 
ger of industrial sales, has been 
appointed general manager of the 
new fiber glass division, succeed- 
ing Robert E. Worden, Philadel- 
phia consulting engineer. 

E. M. Everhard, general manager 
of distributor sales, has been 
named to the newly created post 
of general sales manager. E. C. 
Walbridge, manager of window 
glass sales, succeeds Mr. Everhard, 
and A. P. Plant, defense sales man- 
ager, succeeds Mr. Johns 


Foley & Gordon Dissolve 
Richard H. Gordon Jr., v.p. of 
Foley & Gordon, New York, has 
sold his interest in the 
program package and management 
company to George F. Foley Jr., 
president. The company will con- 
tinue to be known as Foley & Gor- 
don. One show—"Dining with 
Dana,” which Canada Dry sponsors 
over WJZ-TV, New York—will 
leave the company with Mr. Gor- 
don, who continues as its producer 
in association with Robin Moore. 


Promotes Koft, Rockott 

In line with an expansion of the 
advertising and sales promotion 
department, Seagram-Distillers 
Corp., New York, has promoted 
Murray Koff, assistant advertising 
manager, to assistant to the v.p., 
and Saul C. Rockoff, national field 
sales promotion manager, to be 
national sales promotion manager 


Templehoff to Eterna 
Max Templehoff, formerly sales 


representative for Norman M. 
Morris Corp., manufacturer of 


Omega watches, has been appoint- 


ed sales manager of the Eterna 
Watch Co. of America Inc., New 
York. He has been active in the 


watch field for 25 years 


TV-radio | 


‘Scan’ Bows in February 

Scan, the “Home Magazine for 
Televiewers,” published by Parks 
Publishing Co., Chicago, will be 
launched in the first week of Feb- 
ruary 
which will have an initial printing 
of 100,000 and will be distributed 
by television servicing companies 
throughout the country, accepts no 
advertising. 


The pocket-size magazine, | 


Advertising Age, January 28, 1952 


Schulte Stores Toss 
Out Haberdashery, 
Put in Toiletries 


New York, Jan. 22—Drastic 
changes in the merchandising poli- 
cies of D. A. Schulte Inc., chain 
store operator, were announced 
yesterday by N. Clark Earl Jr., 
new president. These include dis- 
continuance of the men’s haber- 
dashery lines, introduction of na- 
tionally advertised drug products 
and men’s and women’s grooming 
requisites, plus greater concentra- 
tion on tobacco products. 

Mr. Ear! explained that the 161 
stores of the chain operating in 97 
cities east of the Mississippi River 
have been losing money on haber- 
dashery since 1947. It has been 
difficult to maintain stock in the 
small stores and the cost of re- 
plenishing stock has mounted to 
prohibitive levels. 

The apparel merchandise will be 
replaced by a new line of toilet 
articles and other fast-moving 
drug store items. 

Robert Alexander, until recently 
director of purchasing and sales 
on the West Coast for the Thrifty 
Drug Chain, has been named ex- 
ecutive v.p. of Schulte. Noble 
Brasuell, who has headed the to- 
bacco merchandising operation of 
Thrifty Chain, has also joined 
Schulte to take charge of its to- 
bacco products sales. 


Lane Appointed Ad Manager 

L. W. (Bill) Lane Jr., assist- 
ant editor of Sunset Magazine, has 
been promoted to advertising 
manager of Lane Publishing Co., 
San Francisco. Mr. Lane will make 
his headquarters in the recently 
opened Sunset Bldg. at Menlo 
Park, Cal. 


Wyeth Inc. Appoints Brown 

Kenneth L. Brown, formerly a 
copywriter with Smith, Kline & 
French Laboratories, Philadelphia, 
has been appointed copy chief in 
the advertising department of 
Wyeth Inc., ethical drug division 
of American Home Products Corp., 
Philadelphia. 


Tri-State Appoints Hixson 


Tri-State Supply Corp., Los An- 
geles, San Francisco and Seattle 
industrial electrical supply com- 
pany, has appointed Hixson & Jor- 
gensen, Los Angeles, to handle its 
advertising promotion. 


an all-time high for 


Coronet 


2,708,000" 


Coronet magazine’s net paid circulation, six months 
ending December 31, 1951, was the highest in its 
history. And remember—Coronet’s rates, based on 
2,450,000 circulation, are guaranteed through 1952. 


*Publisher's Estimate 
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National Standards of Selling Performance 
(Compared with 1950 and 1949) 


Dept. & Men’s 


Specialty Wear Drug Variety Food Misc. 
Year Stores Stores Stores Stores Stores Stores* 
Selling 1951 72.6 71.4 72.5 70.8 78.0 64.9 
Quotient 1950 78.3 76.2 76.0 75.9 79.4 66.6 
1949 82.7 76.4 78.5 76.2 79.8 72.2 | 
Approach 1951 78.1 82.3 90.1 85.6 87.4 
to Customer 1950 80.2 84.8 95.7 87.8 91.7 
1949 80.5 86.2 98.0 88.1 93.2 81.3 
Securing 1951 97.3 78.1 93.4 80.1 78.3 . 
Atiention 1950 98.1 30.0 96.2 85.4 80.8 82.5 
1949 99.4 80.0 94.0 92.0 82.0 98.0 | 
Establishing 1951 82.2 80.5 87.3 17.5 89.6 78.6 | 
Interest 1950 86.5 90.6 96.4 79.2 93.1 80.1! 
1949 89.1 92.2 97.7 99.0 92.0 92.6 
Creating 1951 85.4 71.0 —- _ _- 71.1 
Desire 1950 87.4 72.1 — ~ — 0} 
1949 94.6 83.0 - — 77.8 
Trading Up 1951 60.9 52.6 29.6 _ 49.9 
1950 66.4 59.8 30.8 —_ 44.3 
1949 68.0 71.0 31.2 — 49.3 
Suggestion 1951 15.3 15.8 18.8 . 14.7 
Selling 1950 16.9 18.5 26.9 - — 15.2 
1949 19.0 21.6 36.4 _ — 16.7 | 
Effort to 1951 — — — 13.6 10.5 — 
Increase Sales 1950 _ cas ate 14.8 10.6 rome 
1949 — — _ 16.0 14.0 38.0 | 
Appearance of 1951 96.2 97.4 97.2 $8.0 98.5 93.0 | 
Sales Person 1950 99.4 99.0 98.2 99.2 98.5 95.1 
1949 98.1 99.8 98.0 98.6 98.7 94.8 
Compliance 1951 85.7 72.1 82.5 87.4 88.1 83.6 
with Store 1950 90.8 74.2 84.0 91.3 92.0 88.5 
System 1949 95.4 72.0 90.8 94.2 96.7 91.7 
Closing 1951 76.0 75.3 74.9 50.2 76.4 68.4 
of Sale 1950 76.2 79.1 80.0 50.8 80.2 69.3 
1949 78.0 82.0 82.0 46.0 82.0 82.4 


*Includes service stations, 


paint and hardware stores, 


book stores, loan offices, 


candy shops, bakery shops, stationery stores, etc 


Retail Sales Efficiency in ‘51 
Hit Wartime Low, Willmark Finds 


New York, Jan. 22—Efficiency 
among retail sales personnel in 
1951 declined to the level prevail- 
ing during World War II, accord- 
ing to Maxwell Schultz, executive 
v.p. of Willmark Service System, 
national shopping service. 

In disclosing results of the com- 
pany’s annual nationwide study of 
retail selling techniques and per- 
formance—based on 40,000 Will- 
mark field agent reports—Mr. 
Schultz said that the decreased ef- 
ficiency was largely responsible 
for the failure of retail volume to 
keep pace with the percentage in- 
crease in consumer incomes. 


® Willmark agents visited a cross- | 


section of almost all types of retail | 
outlets and rated the sales per-| 
sonnel encountered on such items | 
as their approach to the customer; | 
securing attention; establishing in- 
terest; creating desire; trading up 
and a variety of other criteria. 
Net result was a nationwide rat- 
ing of 68% efficiency for retail 
sales people, which compares with 
69.4% in 1950 and 72.6% in 1949. 
The weakest points in the retail 
selling picture are the creative 
phases of the sale—these requir- 
ing initiative and persuasive ef- 
fort, such as “trading up” and 
“suggestion selling.” The appear- 
ance of sales persons held fairly 
constant, but their degree of 
compliance with store systems de- 
teriorated between 1950 and 1951. 


@ The decline in efficiency was 
most pronounced among sales per- 
sons in department and specialty 
stores, in variety stores, in men’s 
wear establishments and in drug 
stores, according to the study. 
Food stores continued to be first 
in sales efficiency and miscellane- 
ous-type stores made the poorest 
showing, as in previous years. 

“Sales clerks,” Mr. Schultz de- 
clared, “have settled down to the) 
status of mere change-makers and | 
order-takers. Little attention is) 
being given to the creative phases 
of selling, now almost a lost art, 
and many potentially new and) 
higher sales are lost. 


stores without making purchases 
.. Store managers who are con- 
sidering special promotions and in- 
creased advertising budgets in an 
effort to boost sales might well 
look into the increased sales poten- 
tials of their sales personnel before 
assuming additional promotion ex- 
pense.” 

There is hope, however, accord- 
ing to Mr. Schultz. He contends 
that “the average unit sale can be 
increased substantially if every 
sales person were trained to build 
up the customer’s desire for the 
merchandise, to suggest additional 
purchases tactfully and to trade 
up the sale persuasively, but un- 
obtrusively.” 


s + 
Selling Performance 
1951 1950 1949 

National Selling 

Quotient 68.0 69.4 26 
Approach to 

Customer 86.1 86.1 87.8 
Securing . Attention 89.5 90.2 910 
Establishing Interest 87.4 87.6 93.7 
Creating Desire W.7 75.0 86.8 
Trading Up 1.6 474 548 
Suggestion Selling 15.8 17.2 23.4 
Effort to Increase 

Sales — — 22.6 
Appearance of Sales 

Person 97.6 97.5 98.1 
Compliance with 

Store System 83.2 85.7 90.0 
Closing of Sale 75.9 76.46 PLR) 


*The averages cited are based on a sample 
of 40,000 reports from all sections of the 
country and from representative types of 
stores in almost all classifications, includ- 
ing food, drug, department, specialty, 
variety, shoe, hardware, etc, 


Brown Named Art Director 


Robert Brown, formerly adver-. 


tising manager and art director 
for Mather’s, Pasadena, Cal., has 
been appointed art director of 
Steller, Millar & Lester, Los An- 
geles agency. He succeeds Robert 
Lawrence, who has opened an ad- 
vertising art agency at 2024 W. 
6th St., Los Angeles. 


| Nash Inc. to Dowd Agency 


Nash Inc., Jersey City, maker 
of men’s and women’s wallets, has 
switched its advertising account 
from Ralph Harris Advertising, 
New York, to John C. Dowd Inc., 
Boston, and Dowd, Redfield & 
Johnstone, New York. Color space 


| in magazines as well as trade pub- 


s “The over-all picture is discon-| 
certing,” he continued. “It defi- 
nitely shows that more sales could 
have been rung if sales persons 
had given more attention to the 
art of selling. Many potential cus- 
tomers are being allowed to leave 


lications will be used. 


KSFO to Headley-Reed 

KSFO, San Francisco, has ap- 
pointed Headley-Reed Co., San 
Francisco, as its sales representa- 
tive. 


|liam Schwartz & Co., 
| phia, maker of Chips, Twigs and 
| Twiglings lines of boys’ clothing. 


Goldstein to Schwartz & Co. 


Jerome Goldstein, formerly a 
merchandise manager for David 
D. Doniger & Co., New York, man- 
ufacturer of McGregor sportswear, 
has been appointed v.p. in charge 
of merchandising and sales of Wil- 
Philadel- 


Ray Fletcher, editor and pub-| 


Gerstenkorn to Morgan Co. 

Henry Gerstenkorn, formerly 
national sales manager for Don 
Lee Broadcasting System, has been 
placed in charge of sales and busi- 
ness operation of “Lucky U Ranch” 
for Raymond R. Morgan Co., Hol- 
lywood agency. 


KSMO Changes Call Letters 
KSMO, San Francisco, has 
changed its call letters to KEAR 
by authority of the Federal Com- 
munications Commission. 
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C. R. Gibson Appoints Agency 

C. R. Gibson & Co., Norwalk, 
Conn., publisher, has appointed 
Koehl, Landis & Landan, New 
York, to direct advertising for its 
gift record books, bridal and baby 
publications. 


Agency Changes Name 

Murray, Dymock, Carson, Los 
Angeles agency, has changed its 
name to Carson, Roberts Inc. Per- 
sonnel and address remain the 
same. 


lisher of the Courier, Alamosa, 


Colo., has purchased the interest 

in the newspaper held by his part- 

ner, Ray Barnes. The two men 

jointly purchased the newspaper 

in 1946. Mr. Barnes owns newspa- 

pers at Elwood, Ind., and Pratt, 
an. 


Rawson Joins KGW. Portland 


Merrill V. Rawson, formerly} 
with Chicago advertising agencies, 
has been appointed an account ex- 
ecutive on the commercial staff of 
KGW, Portland, Ore. 


Specialists 


in SILK SCREEN PRINTING 


7 us 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


FULL 
INFORMATION 
ON ANY 


ADVERTISEMENT(S) = 


appearing in any 


DAILY NEWSPAPER 


Our business is to read the daily 
papers—for you. 


Ours is a unique service, the 
only one of its kind in the world. 
No job too small or too large 
for us to handle with accuracy 
and promptness. 


Merchandisers have been using ACB Re- 
search Services for 35 years. More than 
1100 firms used one or more of the 14 
services last year. Costs start at $15 a 
month. A typical ACB Service is briefly 
described below. 


* * #* 


UNDUPLICATED 
ADVERTISING SERVICE 


You tell ACB what product or field you are 

interested in. Then ACB sends you the 
- advertisements that have news value for 

vou. You learn such things as:... when a 
new advertiser starts... new uses. . 
copy appeals... new substitutes being 
offered to replace your products oe + Cat 
campaigns by competitors... new selling 
approaches such as premiums and deals. 
This ACB Research Service is called “un- 
duplicated” because you get the same ad- 
vertisement but once no matter in how 
many places it appears. 


-new 


Like all ACB service you can 
cover all 1,393 U. S. cities in 
which daily newspapers are pub- 
lished, or, restrict coverage as 
much as you wish. Service can 
be continuous or periodic as de- 
sired. 
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ACB WANTS YOU TO 
HAVE ITS NEW CATALOG 


80 (yee 


Last year, ACB spent a lot of time in the 
preparation of a book (or catalog) telling 
about the different ACB services. It's now 
ready to send you. We ordered enough so 
everybody who wants one can have one. So 
when your boss or your “associate” sees 


your copy and wonders if he could get one, 


the answer is yes. 


The new ACB Catalog has a lot 
of information you'll want and 
can use regardless of whether 
you ever order an ACB Service 
or not. Contains many, many 
case histories of how others have 
made ACB Services contribute 
to business success. Rates are 
quoted on many services. 


In this new ACB Catalog is a directory of 
every U.S. daily newspaper published: and 
valuable tables reprinted from the UL. S. 
Census of Retail Trade. 


Whe 
ADVERTISING 


CHECKING BUREAU 
Inc. 


ACB SERVICE OFFICES 
79 Madison Ave. » Phone: Murray Hill 5-7302 
New York (16). 
538 5. Clark St. «© Phone: Wabash 2-6130 
Chicago (5). 
161 Jefferson Ave. . 
Memphis (3). 
16 First Street . Phone: Sutter 1-891] 
San Francisco (5). 


Phone: 37-0595 
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Reinhold Adopts 4 A’‘s Colors 


Reinhold Publishing Corp., New 


York, has adopted the standard 
colors for business papers de- 
veloped by the Four A's and en- 


dorsed by ANA, NIAA, and NAMP 
The new color standards will be 
used not only in Reinhold’s own 
magazines but also for American 
Chemica! Society publications for 
which Reinhold acts as advertising 
management 


Comprehensive Adds Litshey 


Ear! Lifshey, formerly manag- 
ing editor of Retailing Daily, has 
been appointed v.p. of Compre- 


hensive Fabrics Inc., New York, 
national distributor of B. F. Good- 
rich Koroseal. Mr. Lifshey, who 


will direct the company's adver- 
tising and sales promotion, is an 
authority on house furnishings. He 
had been associated with Retail- 
ing Daily for 18 years 


Two Join Rand Agency 


Robert E. O’Connor, formerly 


with William Filene’s Sons Co., 
3oston, and Howard P. Goodman 
have joined Rand Advertising, 
New York, as account executive 


and copy chief, respectively 


Relaxed Comfort, Charming Decor 


Perfume 


. 


‘LOOK’ LOOKS AT STUNTS—The Feb. 12 issue of Look will de- 
vote three pages to the publicity activities of Bourjois Inc. 
thet greatly spurred the company’s perfume sales in ‘51. At 


Jan. 22—-Bourjois 
Inc., which last year paid for five 
pages of advertising in Look, will 
do almost that well—for free—in 
the Feb. 12 issue of the magazine. 

Look will carry an editorial lay- 
out on Bourjois that runs to more 
than three pages (including nine 
pictures) under the headline: 
“One Way to Sell Perfume.” The 


idea is to show that “stunts” re- 
| sulted in “an increase of more 
than 1,000,000 unit sales in the 


| first six months after publicity.” 


According to Richard Lockman, 
youthful advertising and publicity 
manager for Bourjois, who was 
responsible for the stunts, 1951 saw 
his company rack up its first sales 
gains in five years. 


8 “The stunts,” said Mr. Lockman, 
who has been with Bourjois since 
the middle of 1950, “were financed 
out of the advertising budget.”’ The 
ad budget, incidentally, will be 
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“the biggest in five years in 1952.” 
But Look won't carry more than 
five pages—the same number of 
insertions as last year, he said 

Bourjois, formerly “as staid as 
Napoleon’s tomb,” Look will say, 
adopted the sales-impelling stunts 
because “dignified presentations 
could not stand against the sex- 
in-the-dark-with-violin school of 
advertising; and that approach, 
they figured, has gone about as far 
as it could go.” 

Several gags—involving 
| birds and “giving away a man” 

—were flopperoos. But Bourjois’ 
luck turned with the idea of send- 
ing corsages and cologne to 700 
beauty editors. This netted innum- 
erable mentions in newspapers, 
oer radio and TV" 

| Bourjois shelled out $2,100 for a 
|Christmas in steamy July gag: 
five Santa Clauses driven by “rein- 
deer” went around New York de- 
livering Bourjois Christmas gift 
sets and champagne to editors. 
Newspapers, newsreels and TV all 
gave it a whirl. 

Best of all was the Evening in 
Paris thing, which resulted in 
reams of newspaper clippings, ten 
national magazine stories, 32 TV 
appearances and interviews on 365 
radio stations. 

This one cost 


love 


less than $5,000 
O'Donovan of Ridgewood, N. J., 
a college girl, on a plane trip “for 
one fabulous evening in Paris” 
(after the Bourjois product of the 
same name, of course). 


@ Miss O’Donovan was picked, 
though she had suggested in a let- 
ter that a contest be staged by 
Bourjois with the trip as the top 
prize. Mr. Lockman not only by- 
passed the contest, he went along 
to Paris with Miss O'Donovan. 
There he posed for a publicity pic- 
ture with the girl against an easily 
recognized Parisian background. 
Looking at the photo on his re- 
turn to New York, Mr. Lockman 
was struck with the idea for an ad 
campaign—which will run all this 
year. All the ads show a couple, 
at evening, with a Paris landmark 
| in the background (AA, Dec. 3, ’51). 
| The Look piece is now being 
| merchandised by both the maga- 
zine and Bourjois. The company 
will send 1,500 copies to buyers in 
chain and independent drug stores 
and department stores. The maga- 


and saw Mr. Lockman send Olivia) 


left, a page from the magazine on a Bourjois wolf; at right, 
a highly successful publicity shot of Richard Lockman, Bourjois 
ed and publicity manager, with a girl in Paris. 


Bourjois Razzle-Dazzle Publicity 
Pays Off Again-This Time in ‘Look’ 


New York, 


zine has been contacting stores to 
arrange displays. It is also busy 
setting up TV and radio interviews 
featuring Mr. Lockman. 


U.S. Rubber Signs First 
Net TV Show for Tires 

The tire division of U.S. Rubber 
‘o.. New York, is sponsor- 
ing “Royal Showcase,” its first 
nationwide TV program, over the 
NBC television network, Sundays, 
7-7:30 p.m., EST. Fletcher D. Rich- 
ards Inc., New York, is the agency 


GE Elects Hines a V. P. 


Arthur R. Hines has 
elected a commercial v.p. of the 
marketing services division of 
General Electric Co., Schenectady, 
N. Y. Mr. Hines joined the com- 
pany in 1921 and has been as- 
sistant manager of marketing since 
August. 


Names Hager, McCullogh 

Gerity-Michigan Corp., Adrian, 
Mich., has appointed D. Scott 
Hager director of public relations 
and has named Thomas O. Mc- 
Cullogh manager of the merchan- 
dising division. Both will make 
their headquarters in the Toledo 
office of the company 


been 
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Tucker Wayne Gets Bradfield 

Tucker Wayne & Co., Atlanta, 
has been appointed to direct ad- 
vertising for Bradfield Co., Atlanta 
proprietary medicine manufactur- 
er. The 72-year-old company is 
planning the biggest promotion of 
its history for its product, Mother’s 
Friend. Newspapers, farm and 
women’s publications will be used. 
Henry J. Kaufman & Associates, 
Washington, previously handled 
the account. 


Quality Names Sullivan 

Eugene (Pat) Sullivan, formerly 
with Hearst Corp. and the Brook- 
lyn Eagle, has been appointed 
manager of the Quality Group 
Weeklies of New Jersey. He suc- 
ceeds Joel G. Harris, who recently 
was appointed national advertis- 
ing sales manager for Weekly 
| Newspaper Representatives. 


|Hennessey Joins Minute Maid 

George H. Hennessey, formerly 
executive v.p. of Storecast Corp., 
has been appointed merchandis- 
ing manager of Minute Maid Corp., 
New York. It is a new position, 
created to meet the need for mer- 
chandising liaison with chain store 
organizations and large independ- 
ent distributing agencies. 


Agency Has New Department 

Albert Frank-Guenther Law, 
New York, has set up a new spe- 
cial services department to expand 
services which the agency now of- 
fers its clients. Philip Leserman 
III, formerly head of his own 
counseling organization, will head 
the new department. 


Macmillan to Durstine 

Macmillan Petroleum Corp., Los 
Angeles, has named Roy S. Dur- 
stine Inc., New York, to handle 
advertising for its Ring-Free motor 
oil. Durstine, which had the ac- 
count in the early 1940s, now takes 
over from Marketers Inc., Los An- 
geles. 


Build Volume 
at LOWER 
SALES COST 


Door-to door Selling—bet 
ter known os DIRECT 
SELLING — is buliding 
giant volume quickly for 
mony manutacturers it 
may be your answer to 
aresent day complex sales 
sroblems. Direct Selling Is 
fully exploined in tascinat 
ag bookiet—molied FREE. 
Please write on yeur let- 
terhead 


OPPORTUNITY MAGAZINE 
286 E Jackson Bivd. 
Dept. A103, Chicago 4, III 


Selling! 


BUYER readership 
0'] ¥in BUYING action! 


... the only textile publication giving BUYING ACTION 
among difficult to reach executives every week in the year! 


Nearly 7300 textile units—over o million employes—spending 


BROAD billions annually. Firms that are the nation’s top dividend 
- ; poyers, 9 tor 4 pendi for 

MARKET building, d ing and ipping. Textiles is o broad, 
profitable market where h 9 is d 


among top key men, the 


majority of them regular Reporter readers. 


Reporter editorial policy is aimed specifically at textile’s top 


and 


9 ° 9 g. 5] 
Supervisory executives. Men who decide on raw material and 


as well as large capital investments 


—your best and most important prospects. 


Co-tinued loyalty 


subscriptions 65.13%. 


ified by i jals and figures. 


ABC five-year averages show: Home delivery 38.5%—Renewals 
74.73% —1 Year renewals 75.23%—Direct mail 
All with an annual subscription 


price—twice other textile publications. 


New York, 


AMERICAS Re orte 
TEXTILE 


286 Congress St.. Boston 10, Mass. 


Tel. HA 6-3860 


N.Y. Greenville, S C. Chicago, ti 


For Over 65 Years The American Wool and Cotton Reporter 
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Let's Clean the Weeds Out of 
Advertising, Willem Tells Admen 


(Continued from Page 1) 
checked to the point of extrapola- 
tion. Inter and intra-media com- 
petition moves quickly from flower 
to weed when publishers and own- 


ers concentrate on each other 
rather than on helping the ad- 
vertiser.” 


® As an example, Mr. Willem de- 
scribed how one large advertiser 
was lost to the women’s service 
books for years because successive 
representatives for each publica- 
tion so knocked the other that the 
advertiser got an unfavorable view 
of the women’s field as a whole 
and ended up spending his money 
elsewhere. 

“Fundamentally,” he said, “ad- 
vertisers buy markets, not media. 
Media are simply means of com- 
munication to the market.” 

He pointed out that the business 
of the advertising agent has, over 
the years, developed from the 
single job of selling white space 
to a merging of many services. 

“And, except in certain situa- 
tions where expenses ard fees are 
obviously called for, most of the 
services are provided by the ad- 
vertising agent out of the 15% 
commission he receives from the 
media. If an agency rebates its 
commission in any way, it cannot 
be competitive in services, it can- 
not grow, it cannot create and pro- 
duce effective advertising.” 


s Mr. Willem took a moment to 
remind his listeners of a talk given 
last year by Frederic R. Gamble, 
president of the American Assn. 
of Advertising Agencies, in which 
Mr. Gamble pointed out that, if a 
15% commission is allowed, 15¢ of 
the advertising dollar is devoted | 
to creating the advertising mes-| 
sage and 85¢ to circulating the! 
message. 

“How foolish it is,” Mr. Willem | 
commented, “from the standpoint | 
of the advertiser, to try to save) 
a few pennies out of the 15¢ al-| 
lotted for the creation of an ef-! 
fective advertising message, when 
he must still pay 85¢ to circulate 
that message. 

“The advertising agent has 
grown in stature as a_ business 
man and has expanded his ser- 
vices and facilities within the 
framework of the 15% commis-| 
sion—all with resulting benefits| 
to the advertiser,” he continued 
“But publishers and broadcasters, 
while generally improving them- 
selves as carriers, have been tur- 
tle-slow in providing sales aids and | 
ideas to advertisers. Yet they are 
among the first to recognize the 
importance of advertising to the 
national economy and to them-!| 
selves.” 


8 He stated that to be competitive, 
an advertising agent must have al 
marketing sense, but he pointed | 
out that there are few advertisers 
or agents who can afford to study) 
every individual market in the} 
U. S. to see what potential it holds 
for a product. 

Therefore, he said, “we are vit- 
ally interested in the information 
local media can give us about the, 
potential in their market for our 
product. With these facts, media} 
men, instead of asking us to buy 
white space, can ask us to buy 
an opportunity—a potential in 
their market. 

“We are not interested in just 
buying white space. We are inter- 
ested in only one thing. That is 
to put our advertising into media 
which offer us the greatest oppor- 
tunity to sell goods at a reason- 
able cost.” 


e As an illustration, he said if he 
were representing a trade publica- 


) tion: 


“I think I would concentrate 
on the ‘key issue’—the kind of 
people we reach, how important 
these people are, where they are 
and how I as a publisher recognize 
the turnover factor of men in re- 
sponsible positions and compensate 
for it in my circulation.” 

He further pointed out that, in 
consumer promotion, it is easier, 
more natural and more effective 
for the local publisher or station 
owner to help the advertiser 
achieve local strength than anyone 
else. 

“It seems to me,” he argued, 
“that it is duck soup for [the pub- 
lisher or station owner to help the 
retailer or wholesaler] increase his 
local business by joining forces 
with national advertising, as well 


}as to help our sales by showing 


him how to promote our product... 


= “Most advertisers are asking for 
help at the local level in a variety 
of ways,” he continued. “They are 
asking for the cooperation of the 
local media because they know 
that the media can help and that 
with this help more goods will be 
sold. Advertisers know that the 
local media can help them get tie- 
in ads and keep retailers informed 
about which manufacturers are 
advertising locally. They know 
their salesmen can get help in 
building and maintaining distribu- 
tion and in improving shelf posi- 
tions.” 

Mr. Willem asserted he was 
“merely suggesting that we avoid 
getting lost in the weeds and re- 
member solely that our lives liter- 
ally depend upon our ability to aid 
in the movement of goods from 
seed to stomach, from field to back 
and from forest to house.” 


|@ Media and agencies share a ma- 
jor responsibility, he concluded, 


SCRIPPS ADMEN—Vernon Brooks (right), director of the general advertising de- 
portment of Scripps-Howard Newspapers, met in Chicago last week with managers 
of Scripps’ sales offices to go over 1952 plans. Left to right are (seated) W. A. Daniels, 


Chicago; George Horton, Philadelphia; James Jones, Detroit; 
Lewis Fidler, 
Dallas. Standing are H. H. Maclean, assistant to Mr. 

advertising, and Harold Riesz, 


Francisco; Stewart Kehler, Cincinnati; 


Allen Stanley, San 
New York, and Wylie Stewart, 
Brooks in charge of retail 
promotion and research head. 


in that advertising is being asked 
to bear an ever-increasing burden 
as a selling force. The facts about 
the present market suggest two 
conclusions, he said: 

“1. We haven't had enough ad- 
vertising to sell our people the 
things that are really needed. If 
we don’t increase our population 
by a single person, or our con- 
sumer market by a basket of gro- 
ceries, our present unsold market 
is tremendous. 

“2. If our 
markets are going to increase as 
predicted, we’ve got a lot of hard 
selling before us to make people 
consume as much as We can pro- 
duce. Until a cheaper and more 
effective method comes along, ad- 
vertising will have to bear the re- 
sponsibility for seeing to it that 
our production wil] be consumed.” 


Munsingwear Elects Archer 

John C. Archer, with Munsing-| 
wear Inc., Minneapolis, for the 
past ten years, has been elected 
v.p. and general manager of the 
company’s women’s hosiery divi- 
sion. 


Department of Amplification 


In the tabulation of magazine advertising revenue appearing on tage 
77 of AA’s Jan. 14 issue, figures for some of the magazine groups we 
reported as measured by Publishers Information Bureau. 


re 
In the case} 


of some other groups revenue figures furnished directly to AA by the 


publishers were shown. 


There is a difference in the way that PIB and the publishers break 
down revenue for the publications in these magazine groups. 
Publishers Information Bureau shows (1) revenue carried by the 


group as a whole, which is reported as a group total; 


advertising carried by publications 
ness; and (3) a figure showing, for 


enue of all the publications in the group, 


non-group business. 


(2) individual 
in the group outside of group busi- 
the group as a whole, the total rev- 
including both group and 


This results in showing a correct figure for each group, but it does 
not show a proper allocation of group revenue among each of the pub- 


lications in the group. 


In the following tabulation both sets of revenue figures are shown 
—those furnished by the publishers involved and those measured by 


PIB—for Dell, Fawcett, 
the individual publications within t 


Ideal and Macfadden magazine groups and 


he groups. 


The group totals from PIB and the publishers both show the total ad- 
vertising revenue of all publications in each group. The major differ- 


| ence between the two sets of figures is that the publishers’ figures allo- 


cate the group advertising among the members of the group, whereas 
the PIB figures for individual magazines show only non-group adver- 
tising carried by those publications. 


PUBLISHERS’ FIGURES 
951 


PIB FIGURES* 
1 


population and our) 


Set Feb. 6 Meet 
to Clarify Color 


Television Order 


WasHINGTON, Jan. 24—NPA’s 
freeze of color television will be 
under attack Feb. 6 when TV in- 
dustry members meet to “clarify” 
order M-90, which put color into 
the deep freeze “for the duration.” 

Paramount Pictures Corp., which 
has a tri-color TV tube, contends 
that M-90 goes beyond the agree- 
ment reached last October, when 
the defense mobilization chief, 
Charles E. Wilson, warned that 
shortages of electric motors and 
electronic equipment were handi- 
capping the defense program. 
| As interpreted by NPA, M-90 
, allows Paramount to manufacture 
| tri-color tubes—but not to wire 
|TV sets to pick up color signals. 
| Paramount’s attorney, Paul Porter, 
| told ADVERTISING AGE: “Once a 
| manufacturer has his material, he 
|should be permitted to use it as 
| he wishes.” 


JOHN M. TUTTLE 

Sarasota, Fia., Jan. 24—John 
Moulton Tuttle, 78, formerly presi- 
dent of International Printing Ink 
Corp., died here yesterday at his 
home on Bay Island, where he had 
in 


} 


{resided since his retirement 


A native of Des Moines, Mr. 
Tuttle joined Philip Ruxton Inc. in 
New York in 1896, and shortly 
| afterward was named a partner in 
the business, which became one of 
the leading printing ink producers 
in the East. In 1928, the company 
was merged with others to become 
| International Printing Ink Corp., 
‘and Mr. Tuttle became its first 
president. 


GEORGE J. KILROY SR. 

HartFrorD, CONN., Jan. 24— 
George J. Kilroy Sr., formerly a 
member of the advertising depart- 
ment of International Silver Co., 
Meriden, Conn., died Jan. 18 after 
a long illness. 

Mr. Kilroy retired two years ago, 
after having been associated with 
International Silver for 41 years. 
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Faweatt eaes Group ..... 2 ee 26a a 2.522.397 2.662.222 | manager of Fuller Brush Co., died | 
rue ontessions . . . ef - 709,82: A | 
Motion Picture .. 637.727 602,250 91,3 19,603 Jan. 19 after a long illness. 
a ~ Sones Group eo bro : 1491,349 ve 
ersonal Romances - . 27 18, 40, 
Setinate Gemenees insoue 4 anaes Nielsen Adds Two Agencies 
ovee fe . 
r Movie Stars c's exhib ee , 38,67 —— and Five Advertisers 
rue Story Women’s Group ... 7,176, 142,815 6,632,291 7,142,815 i it} : j 
ah GR... ceeaeade 4,160,144 4.090.355 2.378.969 2703585 , Five aaa es see 
__ RpRerte iy: 1,563,159 1,598,621 674,060 732.735 two agencies have subscribed to 
vom yy Kaladoresn a eee Frye 116.955 198,087 the radio and television index 
jadio- OP ccnsances v J 56. 5 j i ie 
io Experience ereseened ome, "O66 74 5a'171 | Services of A, C. Nielsen Co., Chi 
True Love Stories ........ 179.1 935 32,833 111 cago. 


The advertisers are Johns-Man- 
ville Corp., Ford Motor Co., Ameri- 
can Telephone & Telegraph Co., 
Toni Co. and Mennen Co. The two 
agencies are Dancer-Fitzgerald- 
Sample, New York, and Wallace- 
Ferry-Hanly, Chicago. 


184, %, 
*PIB figures oy “group totals’ only—excluding non- _— business carried by individual publica- 
tions—are as follows: Dell Modern Group—1951, $1.706.066: 1950, $1,749.924; Fawcett Women's 
Group—1951, $1,629,446; 1950, $1.743.246; Ideal Women’s Group—1951, $491,349; 1950, $437,- 
141; True Story Women’s Group—1951. $3.334.574: 1950. $3,382,366. 

tThese are revenue figures for the group only, and do not include non-group business carried by 
individual publications, because PIB does not measure three of the publications in the Ideal Women's 


Group. 
Ideal also has an Ideal Movie Group and an Ideal Romance Group. but revenue for these groups has 
been broken down and allocated to the individual publications making up the groups. 
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Drys Seek Ban 
on Alcoholic 
Beverage Ads 


WASHINGTON, Jan. 24——When the 
Senate’s interstate commerce com- 
mittee takes up legislation to con- 
trol liquor advertising Wednesday, 
Dry forces will fight for a com- 
plete ban on all radio and TV ad- 
vertising for beer, wine and dis- 
tilled spirits. 

As introduced by Sen. Edwin C. 
Johnson (D., Colo.) and Sen. Fran- 
cis Case (R., S. D.) last week, the 
advertising bill (S. 2444) deals 
only with radio and TV advertising 
of distilled spirits. The narrow 
scope of the bill was a surprise to 
Drys, as well as to beverage and 
media groups. 

In an interview with ADVERTISING 
AcE today, Bishop Wilbur Ham- 
maker of the Board of Temperance 
of the Methodist Church said he 
had hoped for a bill covering 
broadcasts for all forms of alcohol- 
ic beverages, and that he will ask 
the committee to consider a broad- 
er bill. 


s “Even people who do not object 
to alcoholic beverages for them- 
selves are becoming agitated about 
the appeals which are reaching 
young people by the eye gate as 
well as the ear gate,” he c 
mented. “Even if a broader rt 
does not pass at this time, for its 
own good the broadcasting indub- 
try should recognize the public 
concern over this matter.’ 4 
Turning to S. 2444 as it will 
come before the committée 
Wednesday, Bishop Hammaker 
said he considers it a “first step,” 
which must eventually be followed 
by a “second step” taking other 
alcoholic beverages off the airy 


800,000 New Homes | 
in ‘52 Is Termed 
a Bare Possibility 


Cuicaco, Jan. 24—The govern- 
ment has set 800,000 units as an 
“attainable ceiling’ for housi 
starts in 1952 but the home buil 
ing industry is not certain t 
even this figure can be reached. ~ 

Raymond Foley, Housing and 
Home Finance Administrator, set 
this maximum mark at the annual 
convention here of the National 
Assn. of Home Builders. The 800,- 
000 figure is a reduction of more 
than 200,000 from the 1951 pro- 
duction, and Mr. Foley warned that 
| the final total will be even less 
if the home builders do not prac- 
tice strict conservation of scarce 
materials such as steel, copper and 
aluminum. 


® Industry leaders were more pes- 
simistic and blamed the bleak out- 
look on the “stringency” of mort- 
gage money for FHA and VA 
po W. P. Atkinson, Midwest 
City, Okla., retiring president of 
|the NAHB, predicted a decline of 
| at least 300,000 new homes this 
year under present conditions. Mr. 
Atkinson claimed that lenders are 
shying away from GI loans at 4% 
{in favor of other investments 
| yielding comparatively the same 
|net profit and having none of the 

paper work involved in govern- 
| ment home loans. 


Opens Cleveland Ad Office 


Effective Feb. 1, Capper Publi- 
cations will open an advertising 
office in Cleveland, to be managed 
by Felix Morris, transferred with 
four other Capper staff members 
from the Chicago office. The 
Cleveland territory will include 
Ohio, western Pennsylvania, east- 
ern Michigan, eastern Kentucky 
| and West Virginia. 
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Keeling Boosts Christian 

Grant W. Christian, associate 
director, has been elected a 
of Keeling Co., 
agency 


& 


76th IN RETAIL SALES 


among Sales Management's 
162 Metropolitan County 
Areas 


if your radio compaign 
based on the first 100 mar 

, kets according to Retail Sales 
volume—then over 234,000 

i Quad-Citians are buying 

above your standard. 

\ WHBF hos worked with mind, 
body and its facilities to 
assist in the progress and 
growth of the Quad-City orea 
fo a major market position. 


's 


les Johnson, V.P. and Manager 
—_ wan 


Gad Cities favorita 


WHEBF :: 


os “TUCO BONDING, ROCK ISLAND, LUMO 


Represented by Avery Knodel inc 


art 
v.p 
Indianapolis 


alia 
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.This Week in Washington... 


3-Year TV Freeze Ends in February 


By STANLEY E. CoHEN 
Washington Editor 
WASHINGTON, Jan. 24—TV’s long 
freeze is expected to end in the 


next three or four weeks, with the! 


adoption of a new allocation plan 
opening the way to literally thou- 
sands of new stations. 

Once the three-year-old freeze 
ends—probably in mid-February— 
FCC will wait 30 days for appli- 
cants to file for stations. After that, 
it is each for himself. 

FCC Chairman Wayne Coy has 
warned that the commission's 
present staff cannot cope with the 
anticipated flood of applications. 
With only a handful of hearing 
examiners available on the basis 
of present funds, service will be 
particularly slow for applicants 
from the big metropolitan areas, 


| 


| 


State Department’s new Inter- 
national Information Administra- 
tion wants $170,000,000 for the 
Voice of America and other “pro- 
paganda” operations. That's $47.- 
000,000 more than Congress al- 
lowed this year and _ provides, 
among other things, additional 
floating transmitters to get the 
“Voice” behind the Iron Curtain. 

International Information Ad- 
ministration has won Round 1 in 
the battle of the bureaus. It’s tak- 
ing over the Army's information 
program in Japan, reducing by 
one the number of autonomous 
voices speaking for America. 

e - _ 

The Bureau of the Census is 
getting serious about the next gen- 
eral census covering manufactur- 
ing, business and transportation. 


where the number of requests ex-| Actual field work of the Census 


of channels 
Presi- 
down for 


ceeds the number 
Under the circumstances, 
dent Truman put FCC 


| 


200 new jobs in the 1953 budget. | 


On this basis, the commission feels 
it could handle about 500 applica- 
tions in the 12 months beginning 
July 1 
Incidentally, 
few non-defense agencies which 
plans to expand. Even political 
favorites like flood control and 
rural electrification are cut back. 


FCC 


is one of the| 
| 


Bureau covering the year 1953 is 
still two years off. But in the 12 
months beginning July 1, Census 
expects to spend $1,785,000 pre- 
paring forms, maps and other de- 
tails for a fast, accurate count. 


a - 7. 
Fair traders, fighting to out- 
maneuver the Supreme Court's 
Schwegmann decision, are getting 


strong encouragement from meme 
bers of the Senate small business 


| committee. 


Anti-trust funds for the Federal | 
Trade Commission and Depart- 
ment of Justice remain approxi- 


mately at their sub-normal 1952 


levels. 


gee 


Oe oes 2 
Le gtie  e ens eet 


Se ee erage 


= 
ae F 


the Telegram-Garette. 


WORCESTER’S WONDROUS Males 
1. high buying power 2. intensive newspaper 


RETAILERS THRE 


on Product Advertising 
in Worcester Newspapers 


One of Brock- 
elman’'s three 
Worcester City 


chusetts food chain 
operates 15 stores from “=. © 
a huge warehouse of | 
140,000 square feet. 


Brockelman’'s 
new Worcester 
warehouse of 
140,000 square 
feet. 


For 23 years, BROCKELMAN BROTHERS, INC. 
has used an ever-increasing amount of linage in 


As a major Telegram- 


Gazette grocery products advertiser, Brockelman’s 


in 1951 purchased 


150,000 
this advertising record, Brockelman Brothers has 
grown from a single store to a multiple chain of 
15 markets and stores, serviced by 11 trucks. 
Brockelman Brothers takes full advantage of 
grocery manufacturers’ Telegram-Gazette adver- 


lines. Paralleling 


tising by timely merchandising and sales pro- 
motion of product advertising. 

Bianket coverage of the Worcester Market is 
YOURS with the Telegram-Gazette’s daily cir- 
culation of over 150,000, and more than 100,000 


on Sunday. 


‘WORCESTER, MASSACHUSETTS 


Piaget 


MOLONEY, REGAN & SCHMITT, 


GeorcGe F Boon PubG shen. 
INC. NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 


| Senate this week 


Summarizing results 
wars that followed the 
mann decision last 
small business committee 


of price 
Schweg- 
spring, the 
told the 
“the advantages 
of fair trade are evident.” Com- 
mittee members added, “Your 
committee will be awake to any 
opportunities in the legislative 
field that would renew the sta- 
bility and security of small busi- 
ness.” 

But the House small business 
committee is on the fence. Its an- 
nual report predicts a major legis- 
lative struggle this session to re- 
legalize fair trade. It told the 
House it expects “to make a thor- 
ough study of the whole problem 
of price cutting and price main- 
tenance in an effort to arrive at 
a fair and constructive solution.” 

The House judiciary committee 
starts fair trade hearings a week 
from Monday. 

ae e e 

Color TV refuses to stay dead, 
so National Production Authority 
has called a TV industry meeting 
for Feb. 8 to take another look at 
M-90, the order which was sup- 
posed to put color away “for the 
duration.” There are at least two 
complaints requiring action, the 
most important being from Para- 
mount Pictures Inc., which wants 
to market a tri-color tube which 


allegedly involves no more criti- 
cal material than ordinary b&w 
tubes. 


NPA has been taking the posi- 
tion that Paramount can market 
its tube—but that TV sets can't 
be wired to receive color. 

Paramount wants to know why. 

e e e 

The wheel of fortune’ has 
come to a stop, and the Office of 
Defense Mobilization has an- 
nounced that 800,000 new housing 
units can be built in 1952. This 
can be done, Housing Chief Ray 
Foley says, only if each of the 
houses has less wire, less plumbing 
and less of just about every other 
metal than houses ordinarily have. 

About this time last year, Uncle 
Sam was saying that 850,000 homes 
would be built in 1951. Final to- 
tals out this week showed builders 
managed to start 1,090,000. 


Fenlon to Gourielli 


John J. Fenlon, formerly with 
Molyneux Perfumes, has joined 
Gourielli Inc., New York, in the 
newly created position of sales 
manager. 


Advertising Age, January 28, 1952 


1951 and 1950 Sales of Chain Stores 


December ____—. % Gain —12 months——_—_— — % Gain 
951 1950 or Loss 951 or Loss 

Food Chains 
| “Grand Union § a $ 13, 595, a4 + 4.1 $ 148,787,373 $ 129,286,145 +15.0 
Kroger Co 3,867,635 78,303,903 + 7.1 040, 1,242,643 +15.8 
National Tea 50 559,190 28,845. nH + 59 361,317,401 315,218,947 +146 
Safeway 109,153,059 94,336,036 +15.7 —1,320,826,846 —1,100,931,153 +20.0 

Group Total § 237,738,785 $§ 215,080,979 +105 $ 2,835,352,295 $ 2,406,678,888 +17.8 
Mail Order 
"Sears, Roe 

buck $ 331,653,109 $§ 334,867,966 — 10 §$ 2,592.263,402 § 2,482,378,872 + 4.4 
Sprege! : 17,471,270 17,222,008 + 15 146,310,293 143,431,523 + 2.0 
* Montgomery 

Ward . _ 146,188,932 164,189,916 —11.0 1,125,265,732 —_1,169,553,727 — 3.8 

Group Total $ 495,313,311 § 516,279,890 — 4.2 § 3,863,839,427 §$ 3,795,364,122 + 18 
Drug Chains 
Peoples $ 5,720,134 5,529,886 + 3.4 50,681,447 $ 47,240,994 + 7.3 
Walgreen . 19,158,912 18,571,768 + 3.2 __ 173,083,750 164,502,937 + 5.2 

Group Total $ 24,879,046 $ 24,101,654 + 3.2 $ 223,765,197 $ 211,743,931 + 5.8 
Variety and Miscellaneous 
“American 

Stores Co. $ 42,005,202 $ 38,888,641 + 8.0 $ 384,965,722 337,775,228 +13.9 
*Angerman Co. 

Inc. ee 1,164,905 1,024,293 413.7 8,511,213 7,820,398 + 8.8 
Butler Bros. 10,501,917 10,900,812 — 3.7 116,465,598 121,871,356 — 44 
Consolidated Re- 

tail Stores 3,674,247 3,523,107 + 4.2 29,720,831 29,238,760 + 16 
“Diana Stores 

Corp. 3,012,290 2,502,552 +20.4 % pay 094 8,673,560 +19.3 
Edison Bros. 9,068,199 8,799,649 + 3.1 984,803 73,778,858 + 5.7 
Grant, W 45,644,703 42,914,208 + 6.4 268. 714,368 247,950,060 + 8.4 
*Green H. L. 18,088,847 64, —_ 100,258,464 95,463,477 + 5.0 
Howard Stores 

Corp 3,185, 3,598,145 —11.1 27,213,743 28,085,022 — 3.1 
Kresge, S. S 52,118,713 51,682,340 + 0.8 311,311,487 295,658,281 + 5.3 
Kress. S. H 30,514,244 28,871,020 + 5.7 172,390,827 161,657,149 + 6.6 
Lane Bryant 

Inc. a, 4,951.656 4,857,740 + 19 51,828,177 48,504,293 + 69 
McCrory 18,014,628 17,710,913 + 1.7 104,221,865 98,665,375 + 5.6 
McLellan Stores 11,588,470 10,818,588 + 7.1 60,836,061 56,258,631 + 8.1 
*Melville Shoe 

‘orp. 11,466,153 10,725,936 + 6.9 92,685,888 77,080,780 +20.2 
*Mercantile Stores 

i ssn 18,793,200 18,837,100 — 0.2 116,453,500 115,731,900 + 0.6 
‘Miles Shoes 

nc 3,689,866 3,580,575 + 3.1 25,103,701 22,503,949 +11.6 
*Miller-Woh!l 

Co. 4,810,192 4,431,854 + 8.5 16,354,398 14,135,739 ta7 
Murphy. G. C. 30,122,443 27,054,725 +11.3 168,897,668 150,507,407 +12.2 
Nat | Shirt 

“Shops int. 4,111,631 3,806,031 + 8.0 18,272,722 17,330,834 + 5.4 
Neisner Bros. 10,740,156 10,518,312 + 2.1 61,829,816 58,259,575 + 6.1 
Newberry, J. J. 28,964,127 26,685,214 + 8.1 161,267,389 145.671.210 +10.7 
Penney, J. C 151,152,621 147,018,988 + 2.8 1,035,.215,108 949,711,735 + 9.0 
Sterchi Bros. 

Stores 1,678,342 1,285,208 + 30.6 11,014,362 12,586,374 —12.5 

| Western Auto 15,561,000 16,421,000 — 5.2 160,068,000 156,093,000 + 2.5 
White's Auto 

Stores 2,076,942 1,678,064 +23.8 15,407,101 14,707,568 + 4 
Woolworth, 

F. W. 114,236,986 111,520,160 + 2.4 684,137,707 632,121,846 + 8.2 

Group Total $ 650,937,186 $ 591,246,642 +10.1 §$ 4,291,481,613 $ 3,977,846,425 + 7.9 

Combined : 

Total $1,408,868,328 $1.346,709,165 + 4.6 $11,214,438,532 $10,391,633,366 + 7.9 


“Four weeks and 43 weeks ending Dec. 29. *Eleven months. 


Five weeks. ‘Five weeks and 11 months. 


Five months. «Ten months. ‘Nine months. 


Cook Named Swigart Manager | 


Kirby G. Cook, formerly man- 
ager of the Omaha division, has 
been promoted to manager of 
Swigart Paper Co., Chicago. He 
succeeds Eric A. Rohrer, who has 
retired after 50 vears in the paper 
business. 


Adds Special Book Ad Section 

Harper's Magazine is adding a 
special feature to its book review 
section called “New Book Alma- 
nac” starting in March, in which 
publishers may print new titles. 
The rate is $25 per title for a sev- 
en-line unit. 


Savage Joins Lewis Agency 

Erle B. Savage Jr., formerly 
public relations account executive 
with Batten, Barton, Durstine & 
Osborn’s Minneapolis office, has 
joined Addison Lewis & Associ- 
ates, Minneapolis agency. At the 
same time, the agency announced 
it has changed its name to Addison 
Lewis Co. 


Preis Joins Tracy-Locke 

Robert I. Preis, formerly an ac- 
count executive with Brewer Ad- 
vertising, Kansas City, has been 
appointed an account executive of 
Tracy-Locke, Dallas agency. 


MOTION without a Motor 


Bottle turns around slowly and continuously. 
The stars sparkle intermittently as ¢ 


lettering changes color. 


slowly and 


lettering. 


% No installati 


he % 
Shade turns around 


ously. Stars sparkle 
intermittently in the 


%& Heat-Rotor revolves to 


% Non-breckable. 
% Makes attractive display with light on or off 


continu- 


roduce all motion 

w% Less expensive, more effective than fluorescent 

% For counter or back-bar display 

% Full colorplastic replica of your product or trademark 
% Heavily embossed and formed, brilliantly colored 


Constructed for long life 


ion necessary . . . just plug in 


® Priced low in quantity production 
Write for full information & prices 


write. 


open. 


ad 


PLASTIC SERVICE CO. 


1725 SO. BROADWAY e LOS ANGELES 15, CALIFORNIA 
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Dealers, Press 
Get Eyefuls at 
Bali Bra Party 


(Continued from Page 3) 
piece of gefulte fish and a cup of 
coffee...” 

And so to dinner at 8: fruit cup, 
consomme, chicken, ice cream and 
demi-tasse. And a guy at the press 
table, lighting a post-prandial cig- 
aret and muttering: “This is silly; 
all of us here to see bust-buckets.” 


@ Then another newspaper boy, 
Ear] Wilson, took over at the mike 
to introduce the man who made! 
this evening possible. But first Earl 
told how he started in the “column 
racket” nine years ago: “I started 
at the top—a part of the figure I 
hadn’t much noticed before.” 

The man who made the evening 
possible, it turned out, was Sam 
Stein, president of Bali; the bras- 
siere company, not the island. Sam 


BAL! BRA—Model Helaine Grayson dis- 


plays black nylon loce bandeau, one 
of new line shown ot Plaza Hotel before 
key retailers from all over U. S. 


said the credit should go to his 
wife, Sarah, but anyway, he was 
sure the 1952 problems of retailers 
were solved. 

“When you see our new line in 
a few minutes you'll see you 
should have no difficulty in meet- 
ing your figures this year,” said 
Sam. 

Wilson was saying something 
about a woman being a build in 


a girdled cage when a publicity | 
man gave the lowdown on Bali’s 
ad plans. | 

“Bali will spend more for ad- 
vertising this vear than in any pre- 
vious year of the company’s his- 
tory. Stein says he feels ‘a sound | 
and comprehensive advertising 
program is the best investment, 
we can make’.”’ 

The p.r. man said the Altman| 
Stoller Agency has the account, | 
and b&w page ads will run in con- 
sumer fashion books and four- 
color pages will appear in news- 
paper magazine supplements. A lot 
of dough will go into co-op ads} 
in dailies, he said. 


# A press release was handed 
around. Said something about Sam 
Stein predicting the average wo- 
man will own twice as many bras 
in five years as she does today. 
Seems the average gal now has 
at least two. The trend among 
fashion-minded women, according 
to Sam, is to have a wardrobe full 
of bras. “In other words, a bra} 
for every occasion.” | 

Sam said, too, that something | 
new’s been added to bras—com- | 
fort. Seems lots of yesterday’s bras 
were notable only for their pinch- 
ing and pulling. But that’s old| 
hat (or old bra). The new Bali 
stuff—with a new concept in cup) 
construction—will give women the 
comfort they want where they | 
want it. “The ends are rubber} 
cushions so they don’t dig into the 
flesh,” somebody said. 

After Wilson made a remark | 


about never seeing a blind nudist,| members to 
they brought on the bras and/ much of your promotion must have 


models. Solid stuff. Sheer enchant- 
ment. Wow.* 
| 
s Afterwards there was a bathing 
beauty contest to select “The 
American Beauty Who Best Typi- 
fies the Beauty of Bali” among 17 
lovelies already known as Miss} 
Cheese Centennial, Miss Mail Ad- 
vertising, Miss Petty Girl, Miss | 
National Press Photographer, Miss | 
Doughnut Queen, and so on. Guy 
at the press takle took one look 
at Miss Potato Queen and said she 
must have eaten lots of ’em. 
Didn't stay for the windup of 
this, boss, even though it was in 
the stretch. Too much of a good 
thing. Even luxury palls. 
JO'G 
*P.S. The pics herewith should 
give you an idea. 


1947 
1946 
1949 
1950 


ANA’s West Calls on Newspapers 


to Justify Their Ra 


Cuicaco, Jan. 22—Newspaper 
advertising executives yesterday 
were challenged to produce facts 
to justify the existing differential 
between local and national adver- 


NAEA Meeting 


| national advertisers recently saw 


tising rates, “if that is possible.” 
Paul West, president of the Assn. 
of National Advertisers, suggested 
that members of 
the Newspaper 
Advertising Ex- 
ecutives Assn. 
approach the 
problem with the 
idea that, “either 
national advertis- 


ers don't really 
understand the 
basis for these 


differentials or, 
if they do, it’s 
just possible that 
something is wrong.” 

He contended that “the least that 
might be done is to try to formu- 
late the most objective explana- 
tion possible for this practice—as- | 
sembling such new facts as are 
necessary to substantiate the case, 
if that is possible.” 


Paul West 


s Mr. West advised the NAEA 


“consider... how 
been nullified at one stroke when 


the distributor of a new make of 
automobile charged a lower rate 
for newspaper advertising in some 
cities than was available to any 
of its competitors. This occur- 
rence,” he declared, “merely dram- 
atized a source of long-standing 
concern. | 

“Advertisers,” he continued, “are | 
in competition with one another, 
whether their products are called 


te Differential 


of money will not buy as much ad- 
vertising as it did last year or the 
year before . 

“To a considerable extent,” Mr. 
West warned the NAEA, “adver- 
tising media are likely to hang 
| separately if they do not hang to- 
gether. It is just as important to 
every medium, as I see it, to work 


|toward increasing the advertising 


‘pot’—the combined pool of all 
advertising expenditures—as it is 
to compete for a greater share of 
that ‘pot’.” | 


|@ Mr. West urged the NAEA mem- 
bers to help expand the function | 
performed by advertising. “This 
can be accomplished,” he said, “in 
terms of an increase in the num-| 
ber of products advertised, in terms | 
of an increasing share of the mar- 
ket for advertised merchandise, | 
!and in terms of the fuller use of! 
public relations and public service 
advertising.” 

He said that an even more im- | 
portant source of potential adver- | 
tising funds is still untapped. “That | 
source,” he explained, “lies in the | 
increasing substitution of advertis-| 
ing for costlier or less effective 
means of selling ...In spite of ef-| 
forts to increase the efficiency of 
personal selling, it is my guess that 
that ingredient in a marketing op- | 
eration has risen in cost in recent 
years more rapidly than advertis- 
ing.” 


| 


® He discounted the fact that ; 
smaller percentage of sales is be-| 
ing spent for advertising now than 
before the war and suggested that | 
“we should all take satisfaction | 
from this evidence that our com-| 
bined intelligence and efforts have 
enabled us to employ advertising 
to better advantage, and thus more | 
economically. A look at the hori-| 
zon will tell us that if advertising | 
can continue to cost less for the re-_ 


national brands, private brands or 
store brands. If, in terms of com-} 


sults achieved, that’s good, not bad. 


petition, these labels represent al And it’s good for media—all media. 
distinction without a difference, so| —not just advertisers, 


the differential in rates, in the} 
eyes of ANA members, represents 
a competitive discrimination.” 


® He said that he is well aware of 
all the customary ways of looking | 
at the problem—that “nothing can 
be done,” that it is traditional, that 
newspaper organizations—very 
properly—have no control over 


“To us,” he continued, “the sig- 
nificant point of last year’s ANA 
survey was the fact that while a 
smaller percentage of net sales was 
being spent for advertising, adver- 
tising actually was being called on 
to do a larger share of the over- 
all selling job. In other words, ad- 
vertising expenditures had _ in- 
creased as a percentage of total 
selling expense.” 


rates, that there are legal barriers 
preventing the ANA from taking 
collective concern over media 


es Mr. West urged the newspaper 


rates, and that there are differ-| @dmen to continue to provide the 
ences in the cost of selling retail | type of information which will 


and gereral space. 
Eve: v, he continued, “the ANA 


help ad managers to convince their 


| associates of the value of current 


simply has to keep talking about ad programs and to provide facts 
the differentials because its mem-| Which will enable advertising to 
bers repeatedly press that prob- | work even harder in the future. 

lem on its attention. Where there| In_particular, he suggested that 
is that much smoke, there must be| the NAEA and other newspaper 
a real sales handicap for newspa- organizations and their individual 


Two Join Don Allen Agency 

Wolfe Tone, formerly in the 
printing department of the Journal 
of Commerce, Portland, Ore., has 
been appointed production man- 
ager of Don Allen & Associates, 
Portland agency. He succeeds 
Norm Park, who has resigned. 
Rollie Gabel, formerly a sales rep- 
resentative for Bushong & Co., 
Portland printing company, has 
been appeinted an account ex- 
ecutive of the agency. 


in the Toronto market 
WHEN ' 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


PIRATE Di PENTA BE pe 


421,121 


COPIES DAILY 


ave se a egy tb 


for the 5th year in a row... 1951 


Esquire 


carried more Christmas advertising than 
any other monthly* 


«and that means any other...men’s, women’s 
or general. The magazine that’s best for 
sales in the year’s biggest selling season—is 
a good bet for you every month of the year. 


pers.” 

Like several other speakers on 
the NAEA program, Mr. West 
urged the newspaper advertising 
executives to avoid complacency. 
Even though “increased sales 
should be easy,” with a medium 
that boasts unique advantages, he 
said, “some competing media are 
also local in character. 


8 “Others,” he continued, “have 
come to emphasize the local nature 
of the smaller geographic segments 
of their circulations. The advertis- 
er, furthermore, is under consider- 
able pressure to reduce the physi- 
cal quantity of his space and time 
purchases. He continues to be 
squeezed between rising product 
costs and the perennial consumer 
reaction against increasing prices, 
to say nothing of price controls. He 
also faces a parallel inflationary 
problem in that the same amount 


members give serious considera- 
tion to support of the reconstituted 
| Advertising Research Foundation. 
“It is also our hope,” he said, “that 
those of you who have been con- 
ducting independent studies along 
readership or other lines will give 
further thought to the value of the 
foundation’s stamp of authenticity 
on projects carried out under its 
auspices.” 


A.B.C. Publisher's Statement, Sept. 30, 1951 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 


Names Carlaw Copy Chiet 

Bogart Carlaw, formerly v.p. of 
Foote, Cone & Belding, has joined 
the Biow Co., New York, as copy 
chief. Mr. Carlaw had previously 
| been with Lord & Thomas and J. 
| Walter Thompson Co. 


Porterfield Elected a V.P. 


Jim Porterfield, who handles 
the Minneapolis-Honeywell Reg- 
ulator Co. public relations ac- 
count for Carl Byoir & Associates, 
has been elected a v.p. of Byoir. 
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James Knipe Joins Ball's 
New Top Management Team 
James,.L. Knipe, formerly v.p. 
and general manager of Union 
Bag & Paper Corp., New York, 
has joined Ball Bros. Co., Mun- 
cie, Ind., in a similar capacity. 
He will retain a‘directorship in 
Union Bag. Mr. Knipe becomes 
the fourth top management man 
to be appointed by Ball Bros. in 
the past 13 months. This is the last 
step in the company’s management 
decentralization program, institu- 
ted more than a year ago 


DO YOU WANT TO REACH 
HIGH SCHOOL STUDENTS? 


And Here’s The One Medium ° 
That Can Deliver It For You) 
Directly, Effectively, And 
Economically 


Your Advertising Speaks Loudest 
In the Quiet of the Classroom... 


|; work 
continuous flow of 


Reaching 1,000,000 Student 
Subscribers Weekly in the Jun- ~ 
ior and Senior High Schools 


'and results in a network tempta- 


Adopt Spot Rate 
as Net Selective 
Rate, NBC Urged 


(Continued from Page 1) 
broadcaster had this to say: 
“There are many sound pro- 
posals in the NBC economic plan— 
and we should not let the failure 
of one of its ingredients condemn 
or discredit the others 


es “For example, every network} 
must— in its effort to make its fa- 
cilities more salable—evolve a 


market selling is the need for un- 
freezing the rates of many affili- 
ated stations and establishing a 
means of adjusting the rates at 
times other than the two-year net- 
work contract intervals. Since the 
over-all effect of the NBC rate for- 
mula was to leave the full network 
rate unchanged, I think it can 
safely be assumed that the strong 
desire to apply the rate formula 
to individual stations was evidence 
of the need for unfreezing and 
flexibility. 

“As we recognize this trend in 
network selling, which might well! 
see selective network sales com- 
prising as few as 25 stations, it 


| becomes clear that selective net- 


work rates must bear a close re- 
lationship to selective spot rates. | 
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Biow Co. resigned two Schenley brands Jan. 18. Schenley appointed 
Grey Advertising Agency to handle the brands on Jan. 21. No formal 
presentations were made by any agency 

The Newspaper Advertising Executives Assn. members got a pre- 
view of the new heavy artillery which will be used in 1952 to sell 
the newspaper ad medium at the annual meeting this week. They 
also discussed over-all strategy 

Television sets some day will be produced by a machine which will 
take the parts in at one end and turn out the finished product at the 
other, according to Robert W. Galvin, executive v.p. of Motorola. 
But this is only one of the Buck Rogers-type predictions which Mr. 
Galvin made in a talk before the Chicago TV Council 

If direct mail advertising is ever going to rise above its present estate 
as a “second class citizen,” J. Walter Thompson Co.’s John R. Mc- 
Alpine believes, some basic direct mail research must be done. He 
CS THE PG GE i. dik iis ce Sask ec caceeenkancnceducus Page 2 


long-range plan for attracting ad- jt js unthinkable that a national Industrial admen ought to use more imagination in conducting their 


vertisers who want considerably | 


less than a full network. At one! 
point in such planning, the net- 
work becomes highly competitive | 
with the national sales representa- | 
tive of the station. 
“The network has proved inval-| 
uable to the affiliate for the prime 
reason that the network supplies 
programs incapable of local pro- 
duction 
“Highly selective buying of net- 
facilities complicates the 
network pro- 
grams to the stations not ordered— 


tion to abdicate its programming 
responsibility. One network has 
recently issued a plan which is a 
healthy compromise. CBS would 
have the advertiser make his pro- 
gram available for local sale in 
those markets for which the pro- 
gram is not ordered commercially. 

(Editor's Note: The Broadcasting 
Co. of the South, of which Mr. 
Shafto is general manager, also 
operates WSPA, a 5,000-watt CBS- 
AM affiliate in Spartanburg, S.C.) 


s “The next program in selective 


ropolitan Area: 


HAPPY NEW YEAR 


Metropolitan Charleston 


Which Had a Fine 1951 
and Expects a Great 1952 


The following official figures for 1950 and 1951 
were prepared by the Greater Charleston Cham- 
ber of Commerce, and they tell their clear story 
of Prosperity and Growth in the Charleston Met- 


Bank Debits . $71,748,000.00 $84,301,000.00 
Bank Clearings ... . 18,607,984.00 21,694,863.49 
Postal Receipts . . 861,021.00 978,367.44 
Telephones 30,519 32,244 
Electric Meters : 35,025 37,246 
A ig re Gy 11,166 11,396 
Bus Revenue ......... $1,298,113.00 $1,365,488.00 
Commercial Elec. (KWH) 4,502,354 5,607,846 
Industrial Elec. (KWH) 3,426,404 4,069,880 
Ship Tonnage ....... 3,130,166 3,597,397 


1950 1951 


| spot sales representative can sell 


his station to Young & Rubicam 
at twice the rate which the net- 
work asks the same agency for the 
same station,” Mr. Shafto said. 

“As all of us are aware—and as 
|the new NBC formula clearly| 
states—the impact of TV is greater 
upon radio at night than during 
the day. I agree fully with the eco- 
nomic plan where it visualized the 
possibility that the daytime rates 
of some stations may exceed their | 
night rates. Because there is more | 
of it—and because it’s growing | 
more valuable—daytime radio is | 
becoming your greatest asset. | 
@ “I said earlier that the research 
in the NBC formula was faulty} 
when applied to individual mar-| 
kets | 

“May I cite one clear-cut ex-| 
ample as it applies to our most 
valued income producer—daytime 
radio. 

“Having developed the night 
base rate for your station, the NBC 
rate formula says that only 45% 
as many people (per thousand! 
radio homes) listen in the daytime 
as listen at night. Therefore, the 
base daytime rate per thousand 
homes for your station shall be 
45% of the night rate. | 

“In October and November of! 
1951, Pulse made a survey in Co- 
lumbia, S. C. A total of 8,200 in-| 
terviews were made. 


a “The finding of this survey— 
averaged for the network daytime 
optional hours: namely, 10 a.m. to 
12 noon and 3 p.m. to 6 p. m.—is 
that the daytime audience per 
thousand homes is 73% of the 
nighttime audience. 

“Let me expand the meaning ot| 
this discrepancy in research. 

“On the NBC affiliate in Colum- 
bia—a 5,000-watt station on 560 
kilocycles—the NBC daytime rate 
in 1940 was $70 per hour. ra 
rate remained unchanged for 
years, until mid-1951, when ee 
10% rate cut took it to $63. By 
applying the rate formula, it would 
be further reduced to $50 per hour, 
which rate would not include any 
TV adjustment because—admitted- 
ly—there is no TV penetration. So 
you have a rate moving from $70 
to $63 because of TV somewhere 
else, Then, because a research re- 
port finds 45% daytime listening 
throughout the country, vou have 
} this rate cut to $50. 


the daytime listening 
ratio is 73%-—in the area of the 


s “Actually, 


NEWSPAPER 
CIRCULATION 71 
M&E 


6 Mos. Average 


30 Sept.1950 30 Sept. 1951 
337 


75,071 


THE CHARLESTON EVENING POST 


The News and Courier | 


CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 


| station—which would make the 
daytime rate $81.64 per hour or 
| 63° more than the proposed day- 
time NBC formula rate. Here, then, 
| is an example of a 63% error re- 
sulting from one ingredient of the 
| NBC rate formula. 

“We should, however, realize 
|that no formula can include these 
| market-to-market variables—and 
| still remain a national formula. 

No one can write into a formula 
the cost of doing business, the dif- 
ferences of promotional and mer- 
chandising effort and the audience 
| rating of the station in its area.” 


| After three years, the television “freeze” 


market research, John Maddox of Fuller & Smith & Ross believes. 
He explains that he is not necessarily advocating elaborate surveys, 
but feels that small steps forward at a time eventually will build 
ere ee ey er err Page 32 
Capehart not only succeeded in getting its dealers to put up its Christ- 
mas point of sale promotion pieces, it managed to get some 250,000 
P-O-P displays up in homes of consumers ................ Page 44 
Eight Cleveland radio stations have come up with an ambitious re- 
search program to determine the penetration of all advertising 
media in the Cleveland market. If the project is conducted accord- 
ing to plan, it will be one of the most important investigations ever 
conducted by the radio industry or its members ........... Page 46 
Ned Jordan insists that “I'm going to tell the story of the ‘immortal’ 
Jordan Playboy auto before they take my bones somewhere west 
of Laramie and bury them out on the lone prairee-e-e,”’ and he does 
it in a letter you won’t want to miss. It begins on 
Retail sales efficiency is back at its wartime low point, according to 
Willmark Service System’s annual study of retail selling techniques. 
Willmark bases its findings on 40,000 field agent reports. The con- 
clusions have some important implications for consumer market- 
ers .. Page 61 
ADVERTISING AGE previews a three-page Look editorial feature on how 
Bourjois Inc. used “stunts” to increase unit sales by more than 
1,000,000. The magazine will run the feature in its Feb. 12 is- 
GR ano hocks ome s es dau caescs 050k eee aa ee ee aeh ee ete Page 62 


is about to end. The mora- 
torium on TV applications is expected io be lifted some time in Feb- 
ruary, and some 500 applications may be handled in the 12 months 


I CUE Fs ins crewadinnusss aceedediacsnneeeeences Page 64 
REGULAR FEATURES 

Advertising Market Place ... .52 Information for Advertisers . .52 
Along Media Path ........... 53 Mail Order Clinic ............ 56 
| Chain Store Sales ...... ‘ae Obituaries ............... 47, 63 
Coming Conventions ........60 Photographic Review ........ 34 
|Creative Man’s Corner ...... 56 Production Tips ............. 58 
Department Store Sales ...... 25 Rough Proofs ............... 2 
a a es Salesense in Advertising ..... 56 
Eye and Ear Department .....58 _ Week in Washington ... .64 
Farm Publications Linege . pao Voice of the Advertiser ...... 48 
Getting Personal ............ 18 What They’re Saying ........ 12 


JAHN & OLLIER 


ENGRAVING COMPANY 


chicago’s largest fine 
photoengraving plant 


color process, 
zincs, halftones, 
offset reproductions 


817 W. WASHINGTON BLVD. CHICAGO 7, ILL. MOnroe 6-7080 
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WW] Manager Says 
Radio Must Fight 
to Survive TV 


New York, Jan. 25—Warning 
that radio cannot expect to survive 
the terrific competition of TV by 
merely “holding back-slapping 
sessions and talking about the good 
old days,’ Harry Bannister, gen- 
eral manager of WWJ and WWJ- 
TV, Detroit, this week said the 
medium must take cognizance of 
today’s conditions. For this “pure- | 
ly selfish reason,” he added, WWJ- 
AM is willing to go along, in the 
main, with National Broadcasting 
Co.’s over-all network reevalua- 
tion plan. | 

In his speech before the Radio 
Executives Club here, Mr. Ban- 
nister did not indicate whether 
this meant WWJ will approve 
NBC's’ controversial new. rate 
formula. Later he told ADVERTISING 
AGE his station will accept the re- 
visions which NBC has proposed 
for all its radio affiliates as of | 
July 1. . 


s WWJ, whose business was down 
20% a month ago and as much as 
40% during some months in 1951, 
now has stopped the decline, the | 
station executive said, by cutting | 
nighttime rates 20° and by more 
aggressive sales pitches based on 
“radio’s quiet, unspectacular cir- 
culation gains even in television 
homes.” 

Meanwhile, WWJ's sister out- 
let, WWJ-TV, Detroit's first video 
station, which ate up the profits | 
of the radio station for two years, 
is off to a fast start, having 
“gained an advantage the compe-, 
tition has never been able to ov- 
ercome—and may never over-| 
come,” he asserted. | 

By mid-1951, it was pointed out, 
Detroit’s three television stations 
were grossing $500,000 a month, | 
or $6,000,000 annually, a_ peak| 
which the city’s three top network 
radio stations never hit. By late! 
1951 the TV stations were doing a 
combined business of $700,000 
monthly, he said. 

“You can't take that amount out 
of any market without serious rep- 
ercussions to any advertising budg- 
et involved,” he continued. 


Stern Names Murphy A. E. 

Julian G. Murphy, formerly 
with Ted Bates & Co. and Grant 
Advertising, has joined S. Rich- 
ard Stern Associates, New York 
public relations company, as ac- 
count executive. He will handle 
the Minute Maid account and 
serve as a member of the plans 
board. 
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- WITH THE FINEST PERFORMANCE OF ALi TIME! 


YOUR CADRLAC Bhan 


AND ANOTHER—Cadillac joined the po- 
rade of new model introductions wi! 
this announcement page Jan. 22. 


Cadillac Announces 
New Models; Its 
Budget Stays Up 


called “pure” backlog of 85,000 


unfilled orders, the Cadillac Motor | 


division of General Motors Corp. 
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Last Minute News Flashes Lincoln-Mercury 


U. S. Time Names Hirshon-Garfield Agency 

New York, Jan. 25—U. S. Time Corp., manufacturer of Timex and 
Ingersol] clocks and watches, has switched its account from Dorland 
Inc. to Hirshon-Garfield, effective Jan. 28. New ad schedules will be 


prepared immediately. 


Resolute Paper Switches to Hilton & Riggio 

New York, Jan. 25—Resolute Paper Products Corp. will announce 
next week it is switching its account from Murray Director Associates 
to Hilton & Riggio. Resolute turns out Sure tissue, Sure wax paper and 


other products. 


General Foods Names Edwin Ebel Ad Director 


New York, Jan. 25—Edwin W. Ebel, previously sales and adver- 
tising manager of the Post cereals division, has been named director 
of advertising for General Foods Corp., effective March 1. Robert 
Mathews continues as assistant director. Mr. Ebel, who succeeds How- 
ard Chapin, now head of sales and advertising, joined GF in 1948 as 


sales and advertising manager of 


the Gaines division, of which he 


eventually became general sales manager. 


Four Tableware Companies Plan Co-op Ad 


Boston, Jan. 25—For the first time in the table-furnishing field, | 


| Reed & Barton, Doulton & Co., Fostoria Glass Co., and Kaye Walt Cre- 
| ations, table cloths and mats, will schedule a four-page, four-color 


| cooperative ad in the April issue of House Beautiful. Each page will | 


| 


feature a complete table setting, and the promotion will be followed up 
Detroit, Jan. 23—Despite a so-| with a merchandising program for dealers. 


New Models Get 
Four-Media Push 


Derroit, Jan, 25—Lincoln-Mer- 
cury division of Ford Motor Co. 
will launch its announcement ad- 
vertising drive for its 1952 line of 
Lincoln and Mercury passenger 
cars on TV Jan. 27 and in news- 
papers, magazines and radio on 
Jan. 29 and 30. 

Newspaper 
with a maximum 


ads, 
pages, 


introduction 
of full 


will appear in 1,893 papers in 
1,531 cities. 
| The TV show “Toast of the 


| Town,” seen in 35 areas, will show 
the models first. Magazines sched- 
uled to carry Mercury advertise- 
ments during the year include 
Life, Newsweek, The Saturday 
Evening Post and Time. The same 
magazines, except Life, will carry 
Lincoln ads. All insertions will be 
four-color pages. In the announce- 


Kennecott Copper to Cunningham; Other Late News ment drive, 800 radio stations will 


e Kennecott Copper Corp. has appointed Cunningham & Walsh, New| 
plans no cutback in its advertising| York, to handle its advertising. An institutional campaign in weekly | 


and promotion activities for 1952.| magazines is planned and will be coordinated with the ad program of ? 
The 1952 budget will again be close| Chase Brass & Copper Co., a Kennecott subsidiary. C&W is also the ® Robert F. G. Copeland, adver- 
| Chase agency. Kennecott had no previous agency. 


to the $5,000,000 level. 
Cadillac’s announcement 


pro-| 


e A radio and television station representative company, Gill-Keefe 


gram was featured by a combina- & perna Inc., has been formed by Helen Gill, Howard M. Keefe and 
John Perna. Miss Gill and Mr. Keefe were formerly associated with 
Joseph Hershey McGillvra Inc., radio and television station repre- 
| sentative. At McGillvra, Miss Gill was v.p. and director and Mr. Keefe 


tion of poster, radio, newspaper 
and magazine coverage on a some- 
what restrained scale, keeping 
close to the traditiona! Cadillac 
theme. 

Cadillac used Collier’s, 
Look, Newsweek and The Satur- 


day Evening Post in announcing 


cities where Cadillac has dealer- 


In all, slightly 
newspapers were used. 


expanded to National Geographic| Co., Wallingford, Conn., drapery and household hardware manufac-| may be limited, there is no ¢ 


Life, 


more than 3,500 


| 


managed the Chicago office. Mr. 


Perna had previously worked as 


| private consultant for radio stations. The company’s executive office 


| 75 E. Wacker Dr. 
its 1952 product. Radio spots were| e@ General Copper & Brass Co., Philadelphia, has appointed the Roland 
used along with 6,000 outdoor post-| G. E. Ullman Organization to handle its advertising program. 

ers. Newspapers were used in the} ¢ Sweets Co. of America, Hoboken, N. J. (Moselle & Eisen), will 


pepseS : ; | present a new 15-minute quiz show for teen agers, titled “Tootsie 
ships and in nearby communities. | }1j,p0drome,” over ABC-TV, starting Feb. 3 at 12:15 p.m., EST. 


| is at 654 Madison Ave., New York 21, and the Chicago office is at| 


| @ William B. Remington Inc., Springfield, Mass., agency, has elected 
David H. Murray and Donald C. Hcath as v.p.s, and has added Charles 
® Following the announcement) H. Gardner, formerly president and co-owner of the Pepsi-Cola Co.| ly important part in this achieve- 
drive, Cadillac said its magazine! Of Springfield, to its staff as an account executive. The agency also| ment... 

coverage for the year would be! announced it has been appointed to handle advertising for H. L. Judd 


Magazine, The New Yorker, U. S.| turer. Judd’s former agency was Wortman, Wilcox and Co., New York. 
News & World Report and some | e Hartley W. Barclay, formerly a member of the business news staff, ‘ : : 
as 1 = | has been named industrial advertising manager of the New York Times.| We are out to increase this rec@sd 
Cadillac's advertising copy has’ Reginald M. Cleveland, who has handled industrial advertising, will be| in 1952 with the most advangtd 
assistant to the national advertising manager on special assignment. 


women’s magazines. 


long held a unique spot in auto- 
motive promotion. 
tionally placed the product on a 
prestige level and emphasized 
“what the car will do for you” 
rather than individual features. 
(James Adams, president of Cad- 
illac’s agency, MacManus, John & 
Adams, has written or personally 
directed Cadillac copy for many 
years and has long pushed prestige 
advertising in relation to Cadillac.) 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Dec. 22, 1951 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached Current 
Homes Program Popularity® Rating 
Rank Program (000) Rank rogram (%) 
1 Texaco Star Theater (NBC) ......8,324 1 Texaco Star Theater (NBC) .. 55.9 
2 Red Skelton (NBC, P&G) ...... 7,127. 2 Red Skelton (NBC, P&G) ........ 51.6 
3 Colgate Comedy Hour (NBC) .....6,927 3 Arthur Godfrey's Scouts (CBS, 
4 Fireside Theater (NBC, P&G) ....6,792 PEI: occ ccvesesssoscss<c 2 
5 Arthur Godfrey & Friends (CBS, 4 Jack Benny Show (NBC, Liggett & 
Liggett & Myers) ..... 0.0... .0005. 6,602 Rr lr err 5 
6 Your Show of Shows (NBC, 5 Arthur Godfrey & Friends (CBS, | 
Particip.) Sate Bites ice teh aes pea a 6,423 uo FT reer 48.0 
7 Your Show of Shows (NBC, 6 Colgate Comedy Hour (NBC) .......47.2 
Reynolds Tobacco) ... cotvose te) @ Your Show of Shows (NBC, 
8 Your Show of Shows (NBC, ee eee IEC COTE 46.7 
OS Sea ere ..6,.300 8 Fireside Theater (NBC. P&G) ...-46.3 
a Your Bet Your Life (NBC, DeSoto- 9 Your Show of Shows (NBC, Rey- 
Plymouth) pr ws i Sartachctach' a ach . 6,153 nolds Tobacco) PPT ore eT eee 44.6 
10 Jack Benny Show (NBC, Liggett & 10 Arthur Godfrey & Friends (CBS. 
Di adestevsadenewagads .-- 6,012 Pillsbury) . bieedidsvinedesnq eee 
*Per cent of homes reached in areas where program was televised. 
. 
Trendex TV Ratings 
Jan. 2-8, 1952 
Multi-station, interconnected cities 
Godfrey's Talent Scouts Pillsbury, CBS) nan 37.2 
(Lipton, CBS) ........ ae 47.3 Texaco Star Theater (NBC)* .... 35.6 
I Love Lucy (Philip Morris, CBS) .. 43.9 Fireside Theater (P&G, NBC) ... 32.7 
Red Skelton (P&G, NBC) faves 40.4 Mama (Maxwell House, CBS) .. 32.3 
Your Show of Shows (Several Big Town (Lever Bros. CBS) . 30.7 
sponsors, NBC) ..... exusovine sees 37.4, Goodyear Playhouse (NBC) .......... 30.3 
Godfrey's Friends (Chesterfield, Toni, ' Man Against Crime (Camel, CBS) ..... 30.3 


*Milton Berle was away on vacation, with Georgie Price and Jack Carter subbing for him, 


It has tradi-| 


| 


| future. 


General Mills Starts 
Daytime TV; 2 New 
Drives Announced 


MINNEAPOLIS, Jan. 24—General 
Mills starts its first daily daytime 
TV sponsorship Feb. 4 with “Bride 
and Groom,” CBS-TV, 10: 30-10: 45, 
EST, over 40 stations. 

John Nelson will continue to 
emcee the show, which has been 
a CBS afternoon program since 
its inauguration a year ago. Crust- 
quick, Gold Medal flour, Betty 
Crocker cake mixes and Bisquick 
will be featured. Knox Reeves is 
handling the advertising. 

The company is preparing two 
more big campaigns for the near 
The Betty Crocker cook 
book and Tru-Heat electric iron 
are being promoted in a package 
sales promotion. The two are of- 
fered for $14.95, which is the price 
of the iron alone (the book usually 
sells for $3.50). 


® Batten, Barton, Durstine & Os- 
born is placing institutional ads 
for the book in February and 
March in The American Weekly, 
The Saturday Evening Post, and 
This Week Magazine and similar 
ads for the iron in March in Pro- 
gressive Farmer, Successful Farm- 
ing, The Saturday Evening Post 
and Woman’s Home Companion. 
The joint deal will break in 
April in The Saturday Evening 
Post and Woman’s Home Compan- 
ion and two farming publications, 


|& Accident Assn., 


continuing into May in This Week 
Magazine, newspapers and radio. 

A campaign for Wheaties, fea- 
turing sports stars as in the past, 
starts in late March with a two- 


page ad in Life, stressing a new) 


process and color for the cereal 
and a new package. Radio, tele- 
vision and other magazines will be 
used. Knox Reeves 
is the Wheaties agency. 


Bozell & Jacobs Remains 
Mutual of Omaha Agency 


A story in the Jan. 21 issue of 
ADVERTISING AGE dealing with 
“personalized” 24-sheets being 
used by agents of Mutual Benefit 
Omaha, indi- 
cated that R. J. Potts-Calkins & 
Holden, Kansas City, is Mutual's 
agency. 

The Kansas City agency is hand- 
ling the particular 24-sheet op- 
eration, in which Mutual supplies 
the paper to local agents who are 
willing to have it posted, but all 
other advertising of Mutual of 
Omaha continues with Bozell & 
Jacobs, Omaha, which has handled 
the account for some years. 


Gibbons-O'Neill Appointed 
to Handle Lucien Lelong 


Lucien Lelong Inc. has ap- 
pointed Gibbons-O’Neill Inc. of 
Cleveland, taking a major cosmet- 
ics account out of the New York- 
Chicago orbit for the first time in 
many years. 

Gibbons-O’Neill succeeds Weiss 
& Geller, Chicago, latest in a 
series to handle Lelong. Irving 
Server Advertising Inc., New York, 
had the account until last October. 


Advertising 


be used. No outdoor posters will 
be used for either car. 


tising and sales promotion man- 
ager for Lincoln-Mercury, said that 
an accelerated direct mail cam- 
paign will be used, pin-pointed at 
a million owners of competitive 
cars in the Mercury price market. 
“We plan as strong an introdtte- 
tory campaign as we have ever 
done to carry our story to the 
greatest number of people in the 
shortest possible time,” said Mr. 
Copeland. ' 
“Mercury in the last few years 
has made a far greater increage, 
according to surveys, in public 
| preference than all other makeérs 
in the field put together. We feel 
that aggressive advertising and 
merchandising have played a nie 


“Even though car ep 


| ing on increased public preference 
| —the desire to own our produfet. 


| cars we have taken to market.”’7 
| Kenyon & Eckhardt is the ag@n- 
| cy. 


Sindlinger, Nielsen 
| Reach Agreement 


PHILADELPHIA, Jan, 24—Despite 
a tentative agreement last week 
between Sindlinger & Co., A. C 
Nielsen & Co, and C. E. Hooper Co. 
that they would issue a joint re- 
| lease concerning the settlement of 

Sindlinger’s anti-trust suit against 

Hooper and Nielsen (AA, Jan. 21), 

no agreement on a joint announce- 
| ment actually was reached. 

Instead, Nielsen announced that 
it paid $75,000 to Sindlinger and 
the latter has been licensed to use 
Nielsen’s patented “manual-type 
audience measurement” devices in 
the field of audience research. 

C. E. Hooper advised Apvertis- 
ING AGE that his attorneys had paid 
$1 to release him from Sindlinger 
liabilities. 


@ Mr. Sindlinger told AA that “up- 
on payment of $75,003 by Nielsen 
and Hooper to Sindlinger, and up- 
on receipt of other considerations, 
the 2l-month federal court litiga- 
tion has been settled... 

“As the result of the settlement 
payment,” Mr. Sindlinger said he 
was ready to resume business “us- 
ing Radox as part of our plan.” 


| Bristol Names Rees S. M. 


Paul T. Rees, formerly field 
sales manager of Bristol Labora- 
tories, Syracuse, N. Y., has been 
promoted to sales manager of the 
company. 
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Increases Industrial Ads 

Parker Appliance Co., Cleve- 
land, manufacturer of tube fittings, 
synthetic rubber O-rings, special 
ized aircraft valves and jet en- 
gine parts, will quadruple its ad- 
vertising in industrial publica- 
tions in 1952. A new copy theme 
has been developed and represen- 
tation is tied in by a listing of dis- 
tributors in the ads. Fuller & Smith 
& Ross, Cleveland, is the agency 


Davis, Delaney Boosts Aron 

Davis, Delaney Inc., New York 
printer, has promoted Asher H 
Aron to assistant sales manager. A 
specialist in fine color reproduc- 
tion, he has been with the com- 
pany since 1934 


HinterLANGUAGE Spoken Here! 
human copy that’s under 

believable to run-of-mill 
the hinterland TEST A 


Homey, 
standable 
folks in 
SERIES 


“Hat et Wott y 


lee ?. Bott. Jr, 64 E. Jackson, Chicage 


Average Industrial Advertiser in ‘52 
Plans to Spend 2.16°%> of Sales on Ads 


(Continued from Page 3) 
advertising programs because of 
materials shortages. 

The appropriations of individual 
companies for 1952, as compiled 
by Industrial Marketing, are shown 
in the following list. Each listing 
is for a separate industrial adver- 
tiser, identified only by product. 
The advertisers were asked: “What 
per cent of your anticipated 1952 
sales are you appropriating for 
1952 advertising?” 


MATERIALS 
Metals, raw; metal products 


j ~ of 
| Product Sales 
Fastening devices 3.10 
Pressed metal parts 3.00 
Die castings, fastenings 2.80 
Steel wire rope 2.00 
Bolts, nuts, screws 1.88 
Stainless steel castings, fittings 1.50 
Metals 1.00 
Wire rope 1.00 
Bronze 1.00 
Washers, rings, bolts 0.90 


NASHVILLE 


[00 


*Cover the 53 counties 

in middie Tennessee and 
southern Kentucky with 
WSIX alone! 


ALA 


. 
Celebrating a Quarter-Century of Servicel 


O PR ITATIN 
GEC 5 GBERRY 0 
AH JU 


MARKET* we 


Fasteners, bolts, nuts rivets 
Steel bars . 

Heavy steel fabrication 

Steel 


screws, 


Building materials 
Floor resurfacing compounds 
Overhead doors 

Tapes, molded rubber 
Insulation 

Asbestos 

Floor covering 

Steel building products 
Building materials 
Building materials 
Metal building materials 


Chemicals, oils, 

| plastics, paints 

Plumbing chemical specialties 
Vinyl plastic sheeting 

Plastic materials 


Rust preventatives, water 
treatment compounds 

Paints, cements 

Metal working fluids, lubricants 

Oils 

| Waxes, soaps, seals 

| Industrial chemicals 

| Cellular rubber, latex products 

Surfactants, powders, chemicals 

Silica materials 

Heavy and specialty chemicals 

Petroleum 

Water conditioning chemicals 


Organic chemicals 
Industrial chemicals 
Industrial chemicals 
Vegetable oils 
Petroleum solvents, 


METALWORKING 
MACHINERY 


Machine tools 

Diamond abrasives, 
machine tool accessories 

Machine tools 

Metalworking, 

Tools 

Machine tools 

Machine tools 

Metalworking 

Precicion tools 

Machine tool accessories 

Machine tools 

Tool room equipment 

Machine tools 

Lathes, milling machines 

Machine tools, perishable tools 

Cutting tools 

Machinery 


ELECTRICAL MACHINERY, 
PRODUCTS 


Measuring instruments 
Electrical equipment 
Heating elements 
Lighting fixtures, fittings 
Lights, safety lanterns 
Lighting equipment 
Electronic parts, 
equipment (distributor) 
Magnetic separation and 
power transmission equipment 
Electronic equipment 
Electrical instruments, controls 
Low voltage distribution and 
control equipment 
Industrial electrical 
Lighting equipment, 
Transformers 
Motors, generators 
Insulated wire and cable 
Electrical specialty items 
Electrical machinery 
Electrical insulating 
Electrical products 


MACHINERY, SPECIAL 
INDUSTRIES 


Air cylinders, presses 


chemicals 


power machinery 


equipment 


equipment 
motor controls 


materials 


Flexible shaft machines 
Hydraulic & pneumatic machinery 
Saws, tools 


Electrical builders tools 
Industrial sewing machines, 

parts and accessories 
Hydraulic equipment parts 
Mining machinery 


Collins 
Miller € 


prant °° 


‘ 
-enoRav 2 5054 


Hydraulic equipment 


| PROCESSING EQUIPMENT 


| Time controls, electrical 
Chemical & process equipment, 
heat transfer equipment 
Pulp mill equipment 
Laboratory equipment 
| Food processing equipment, 


supplies 
Scissors, shears 
Testing. inspection equipment 
Industrial instruments 


Automaite control equipment 
Meat processing equipment 
Crushing equipment 
Meat packing machinery 
Liquid handling equipment, 
materials 
Sand mixers, chemical mixers 
Industrial processing instruments 
Plating materials, paints, 
lacquers, etc 
Fuel testing, analysis 
Weighing & proportioning scales 
Chemical, metallurgical processing 
equipment 
Chemical process & foundry 
industry mixing equipment 
Sub-surface pumps for oilwells 
Chemical plant equipment 
Milk & food plant equipment 
& supplies 
Electronic laboratory 
equipment 
Refractory products 
Industrial furnaces 
Plating equipment, metal 


measuring 


finishing supplies 
Filtration equipment 
Refractory products 


MATERIALS HANDLING 
EQUIPMENT 


Package conveying equipment, 
pneumatic tube systems 

Truck cranes, brick 
handling forks 

Belt conveyors, hand trucks .............. 


0.33 
0 


0.10 
0.07 


Materials handling equipment 2.75 
Overhead cranes 2.00 
Industrial trucks 2.00 
Materials handling equipment i.75 
Portable & permanent conveyors 1.47 
Conveyor systems 1.30 
Materials handling products 0 85 
Materials handling equipment 0.72 


PLANT MAINTENANCE 
EQUIPMENT, SUPPLIES 


5.00 Items for preserving 
3.00 equipment, buildings 10.00 
3.00 | Fans, blowers 5.00 
2.50 | Mill supplies 4+. 
2.00 | Sanders, grinding machines 3.00 
2.00 | Industrial safety equipment 3.00 
1.50! Lubrication application 
1.40 equipment 3.00 
1.00 | Instruments, gages, indicators 2.50 
0.50 | Industrial tape 2.30 
| Hand tools 2.00 
| Pulleys, sheaves, clutches 2.00 
Pipeline joints, bellows, 
tubing, thermostats 1.72 
6.00 Industrial storage batteries 1.00 
4.50 | Gaskets, packings * 1.00 
4.50 | Rope, twine, twisted paper 1.00 
Tube fittings, valves, O-rings 0.10 
2.60 | 
3| POWER PLANT EQUIPMENT 
2.50 | Industrial spreaders, stokers 5.00 
2.00 | Valves 5.00 
1.50 Vacuum pumps 5.00 
1.50 | Pumps 3.50 
1.00} Heat exchangers & power 
1.00 plant equipment _ 3.00 
1.00 | Industrial heating equipment 3.00 
0.75 | Oil filters 2.50 
0.70 | Boilers, burners 2.00 
0.60 | Valves 2.00 
0.35 | Boiler room equipment 2.00 
0.33 | Heating equipment 2.00 
0.30 | Pumps, compressors 1.50 
0.10 | Mechanical power transmission 
| products 
| Boilers, radiators 
Compressors, engines 
Compressors, pumps, drills 
Compressors, 
9.00 
6.00 | CONSTRUCTION EQUIPMENT, 
5.00 
350 | HEAVY MACHINERY 
2.50 | Machinery 4.50 
2.00 | Road equipment 2.50 
2.00 | Road machinery, dump units 2.90 
2.00 | Road machinery 2.00 
2.00 | Power cranes, shovels 1.50 
1.88 | Crawler tractors, power units 1.50 
1.50 | Construction machinery 1.50 
1.50 | Earthmoving equipment 1.25 
1.20 | Crawler tractors, engines 1.00 
1.00 | Bulldozers, snow plows 1.00 
1.00 | Heavy machinery 1.00 
0.75 | Heavy machinery 1.00 
0.50 | Tractors, engines 1.00 
Construction, mining equipment 0.50 
Trucks, heavy duty 0.20 


PLUMBING, HEATING, 
AIR CONDITIONING, 
REFRIGERATION EQUIPMENT 

5.00 


Refrigerators . | 


Refrigeration accessories 3.00 
Steam, hot water 

heating equipment 3.00 
Unit type dust collectors 3.00 


Water heaters, furnace 

pipe fittings 2.50 
Component oil heating parts 2.50 
Air conditioning devices 2.25 
Refrigeration equipment 2.00 
Refrigeration equipment (export) 2.00 
Air filters, precipitators, } 

heating equipment 2.00 | 
Commercial refrigerators 2.00 | 
Compressed gas equipment, 

soda fountains 2.00 
Blowers, heaters, fans 2.00 


Compressors, refrigeration & 
air conditioning units 2.00 
Air conditioning, heating, 
refrigeration equipment 


Air conditioning, 
refrigeration equipment 1.00 
| Cooling towers, heat exchangers 0.50 


Refrigeration units, compressors 


AUTOMOTIVE, AIR. RAIL 
TRANSPORTATION 
EQUIPMENT AND PRODUCTS 


Aircraft motors, hydraulic 


10.00 
4.00 
00 


» 


NNN ww 
ve 


equipment, electronic devices 5.00 
Aviation, automotive components, 
marine products 4.00 
Brake linings, fan beits 2.50 
Aircraft production equipment 2.50 
Air cargo 2.50 
| Automotive parts 2.50 
| Aircraft accessories 2.00 


| Steel trolley poles, 


truck undercarriages 2.00 
Railway equipment 1.20 
| Internal combustion engines 1.00 
| Automotive glass 0.75 

Internal combustion engines 0.50 


Aireraft, automotive 
heating equipment 
Diesel locomotives, parts 


‘FARM EQUIPMENT, SUPPLIES 


Portable grain elevators, 


farm truck bodies 2.50 | 
Sprayers, dusters, 

irrigation systems 2.50 
Livestock, poultry feeds 1.00 


MISCELLANEOUS 


Nutritional supplements 
| Dental supplies 

Medical therapy equipment 5.00 | 

Venetian blind components 5.00 

Institutional furniture 4.00 

Dictating, recording equipment 3.20 

Dictating machines 


6.00 | 


Galvanized ware 3.00 
Industrial, medical cameras 2.00 
Paper, pulp 1.20 
Pertorated materials . 1.00 
Petroleum products 1.00 


Business forms, 


office equipment 1.00 
Photographic products 0.75 
Custom molded plastic parts 0.75 
Petroleum dispensing equipment 0.50 


Ryan Joins WORY, Milwaukee 
Morgan Ryan, formerly with 
Sherman & Marquette, Chicago, 


has been appointed to the sales 
staff of WOKY, Milwaukee. 


Advertising Age, January 28, 1952 


Lennartson Heads 
Commerce Publicity 


WASHINGTON, Jan. 22—Appoint- 
ment of Nils A. Lennartson as di- 
rector of public information to- 
day is expected to result in con- 


|siderably more aggressive efforts 


by the Department of Commerce 
to “sell” its services to business. 

While Mr. Lennartson is de- 
scribed officially as the depart- 
ment’s first director of public in- 
formation, Commerce long ago set 
up an information division to pub- 
lish reports and handle press rela- 
tions. 

Creation of the new top level 
information post has been antici- 
pated for several weeks. 


® Long ago, Secretary Sawyer told 
associates that the Commerce De- 
partment must do more than pub- 
lish reports if it wishes to win the 
support of business. His advertis- 
ing advisory committee pointed out 
three months ago that the depart- 
ment must make more determined 
efforts to acquaint business men 
with the wealth of material avail- 
able at field offices. 

Mr. Lennartson, 36, comes to 
Commerce from the Department of 
Defense, where he was serving as 
special assistant to the Secretary 
of Air. An ex-newspaper man, he 
also had been assistant publicity 
manager for the Maine Central 
Railroad and assistant director of 
public relations in Boston for U.S. 
Steel Corp. 

Donald Burgess, who has di- 
rected Commerce information ac- 
tivities for the past several years, 
remains as chief of the Office of 
Publications. 


Claypool Joins ABC Sales 

Howard Claypool, formerly an 
account executive with MacFar- 
land, Aveyard & Co., Chicago, has 
joined the radio sales staff of the 
central division of American 
Broadcasting Co. 


Sullivan Joins ‘Coronet’ 

Richard K. Sullivan, formerly 
with American Home and National 
Geographic Magazine, has joined 
the advertising sales staff of Coro- 
net in Chicago. 


Chief Buyer for Budd 


William A. Ehresman has been ap- 
pointed director of purchases of The 
Budd Company, Philadelphia. He i- 
one of 365,024 daily Wall Street Jour- 
nal readers from coast-to-coast. 


With Budd 29 Years 


Mr. Ehresman joined the company 
in 1923 and since has held various 
positions in the purchasing depart- 
ment. Like so many other Wall Street 
Journal readers, Mr. Ehresman has 
found The Journal to be an advan- 
tageous source of information on which 
to base important business decisions. 


Budd Skops Busy 

The Budd Company, which special- 
izes in the design and fabrication of 
railway passenger cars, automobile 
bodies and agricultural implements, 
has more than 20,000 employees. It is 
representative of the alert, busy or- 
ganizations of high production and 
high buying potential, constituting a 
key market for all types of products 
and services, and whose executive de- 
cision makers read The Wall Street 

Journal every working day. 
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Advertising Age, January 28, 1952 


Brokers View 
Redesigned and 
New Food Lines 


(Continued from Page 1) 
of sales for Hubinger Co., Keokuk, 
Ia., said that the package will be 
in general distribution by spring 
and will be featured in spring and 

summer advertising programs. 
Mastro Plastics Corp., New York, 
announced that the clothespin in- 
dustry accounts for an annual vol- 
ume of $12,000,000 and deserves 
more attention from store man- 
agers. Mario Maccaferri, president, 
said his company has scheduled 
ads on plastic clothespins in Chain 
Store Age (Grocery Edition), Good | 
Housekeeping, Food Field Re- 
porter, New York Journal of Com- 
merce, Progressive Grocer and 

Super Market Merchandising. 


@ A new package and stepped-up 
advertising are both on the sched- 
ule of the Kretschmer Corp., Car- 
roilton, Mich. A 20-0z. family-size 
package of Kretschmer Wheat 
Germ with label designed by Ray- 
mond Loewy Associates was pre- 
sented to the brokers. 

Charles Kretschmer reported 
that magazines on the corpora- 
tion’s 1952 advertising list include 
Good Housekeeping, Ladies’ Home 
Journal, Parents’ Magazine, The 
Saturday Evening Post and To- 
day's Health. In addition, he said, 
professional magazines in the med- 
ical, nutrition and dietetic field 
will continue to carry Kretschmer 
ads, and newspapers, radio and 
television will be used in the 65 
major markets supplied by the 
company. 

Pure Food Co., Mamaroneck, L. 
I., revealed that its Herb-Ox bouil- 
lon cubes and Westchester chicken 
products again will be advertised 
in a group of women’s magazines, 
‘cluding Family Circle, LHJ, 
Woman's Day and Woman’s Home 
Companion. 

L. F. Farnan, sales manager for 
Pure Food, said that “more space” 
will be employed this year. Radio 
is being used in selected markets, 
he added, and television will be 
incorporated into the campaign 
later in the year. 


s A new Easter egg decorating kit 
was presented by the Paas Dye 
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NEW PACKAGES—Food brokers in Atlantic City last week saw 


many new products and packages. Among 


Meletio Sea Food’s rectangular package for Golden Dipt mix, 


replacing a round package; Cook Chem 


them (left to right): 


ical’s Real-Kill bomb 


with a flaring top to permit easier shelf storage, and Hubinger 
Bros.’ “streamlined” new package (far right). The latter still 
shows the old iron trademark, on the original starch package | 
in 1881 and on the 20-year-old outgoing package. 


Co., Newark, along with the infor-| Pine-Sol cleaner, and Jolly Time: Plans Valentine Promotion 


mation that the firm plans a pre- 
Easter drive featuring ads in Mc- 
Call's, Life and SEP. 

Lucky Tiger Mfg. Co., Kansas 
City, Mo., announced that its 1952 
campaign in “12 national maga- 
zines plus newspapers in all major 
markets” will be the largest in the 
company’s long history of mer- 
chandising hair tonics. 

Ralph Sharp Advertising, De- 
troit, promised a program in the 


popcorn. All said their campaigns 
would top all previous efforts. 

J. C. Weithaus, v.p. of Calgon 
Inc., Pittsburgh, said his company 
plans ads in 13 women’s magazines; 
more than 200 newspapers and in 
Nancy Sasser’s “Buy-Lines”; tele- 
casts over 12 stations; direct mail 
and point of sale advertising, and 
distribution of samples in ship- 
ments of automatic home washers 
| from the factories. 


near future to support the sales | 


drive of Golden Krisp Food Prod- 
ucts Co., Jackson, Mich., for its 
Golden Krisp batter mix. 

Among new packages on view 
was a cellophane container for 


granulated sugar tested by God-| 


chaux Sugars Inc., New Orleans, 
in Nashville and Chattanooga. 
Justin A. Godchaux, v.p., said test 
results were so successful that 
the package will be added to its 
regular line. 


® Golden Dipt ready mixed bread- 
ing division of Meletio Sea Food 
Co., St. Louis, revealed it will 
abandon its round container as a 
result of chain store tests—without 
advertising—in Detroit, St. Louis, 
Cincinnati and Pittsburgh. Each 
test showed the new rectangular 
package brought higher sales, the 
company said. 

Cook Chemical Co., Kansas City, 
presented its Real-Kill insect bomb 
with a flaring, flat-topped cap for 
easier stacking in displays. 

Other advertising plans revealed 
included those of Calgon, pack- 
aged household water conditioner; 


the case 
of the PERFECT MAT 


Me 


In which Dr. Watkins discovered an exceptionally fine newspaper mat and 


brought it to Surelock Homes 


The Problem— “Who,” said Watkins, “could have made such a perfect mat?” 
The Clues — (Seen through Surelock’s glass) 


© Sharp edges and deep, clear-cut type 


bowls. 


© Mat evidently made by craftsmen using some special process. 

© Mat was tried and gave excellent reproduction. 

© On investigation, Surelock found these mats always arrived at the right 
place at the right time and production men never had to worry about them. 


The Solution— “Elementary, my dear Watkins,” said Holmes. “Only one 
maker of newspaper mats is so attentive to detail, so able to reduce the aspirin 


tablet bills of those who need good 
originate at only one place... 


newspaper mats. Such a mat could 


CONGRESS ELECTROTYPE CO. 
DETROIT 7, MICH. * 1326 East Congress * Phone Woodward 3-3974 
CHICAGO, ILL. * 919 North Michigan Ave. * Phone Superior 7-8056 


® Pine-Sol will double its adver- 
tising, it was announced by How- 
ard S. Cohoon, executive v.p. of 
Milner Products Co., Jackson, 
Mich. 

“In major cities, ads will ap- 
| pear as often as six times a week,” 
| he said. “An example is Chicago, 
| where all four major newspapers 
|will receive multiple insertions 
each week throughout the year. 
Ads will appear in 188 newspapers 
in 127 cities.” 

Howard C. Smith, president of 
Jolly Time, said renewal contracts 
have been issued to more than 
3,000 newspapers for 1952. He 
added that continuous advertising 
will be placed with more than 30 
magazines. 


N. W. Ayer Elects 4 V. P.s 

in Its Philadelphia Oftice 
Three department heads and a 

member of the local service office 

have been elected v.p.s in the 

Philadelphia office of N. W. Ayer 

& Son. They are Leslie D. Farnath, 


| Brydon S. Greene, Allen R. Mem-. 


hard Jr. and Richard P. Powell. 
Mr. Farnath is head of the me- 


Richard P. Powell Allen R. Memhard 


Brydon S. Greene Leslie D. Farnoth 


dia department and has been with 
Ayer since 1922. Mr. Greene joined 
the agency in 1945 from General 
Motors. Mr. Memhard, head of the 
plans-merchandising department, 
joined the agency in 1935. Mr. 
Powell, head of information serv- 
ices, joined Ayer in 1940 after 10 
years with the now defunct Phil- 
adelphia Evening Ledger. 


Feld Joins Heller Advertising 

Gerald M. Feld has been ap- 
pointed an account executive of 
Paul Lynn Heller Advertising, 
| Washington. 


| 


General Mills, Minneapolis, will 
repeat its successful Valentine’s 
day promotion for bakers this year 
with its Sweetheart cake. Com- 
plete merchandising and national 
radio will back the heart-shaped, 
pink-iced cake. An entire “Betty 
Crocker’s Magazine of the Air” 
radio show will be devoted to the 
promotion. Bakers will be given 
samples of sales aids, which they 
will be able to buy at cost. 


Weed & Co. Video Map 
Shows Network Routes 

A complete television map, 
showing all the coaxial cable and 
radio relay facilities currently in 
operation to carry telecasts be- 
tween cities, has been prepared by 
Weed & Co., New York, radio-TV 
station representative. 

Individual station relays and 
privately owned links, as well as 
channels provided by American 
Telephone & Telegraph Co., are 
shown on the map, available from 
Weed offices. 


Hudson Motor Boosts Chapin 
Roy D. Chapin Jr., special rep- 
resentative for the sales division, 
has been promoted to assistant 
sales manager of Hudson Motor 


| Car Co., Detroit. 


| 


WHAT'S GOING ON? 


Manufacturers and their advertisiag 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
loping sales prospects on certain 
types of products and services. 
Ask tor New Booklet Ne. 50 
“Magazine Clippings Aid Business” 


BACON 


343 So. Dearborn St., Chicago 4 


Hard way to cook 


up a BIG IDEA 


Big copy themes are seldom produced in agency round- 


table confabulations. 


They are invaluable, of course, as a briefing operation on 


the creative man, but— 


Most top creative men, like the immortal Milton, are wont 
to “meditate by quiet brooks.” They produce their best 


ideas at home .. . 
easy chair... 


at ease in the “quiet brooks” of their 


In this you see the reason so many creative men have a 
personal subscription to Advertising Age sent to their 
homes. There they find time to meditate over its stimulat- 
ing, idea-provoking, factual reports of advertising successes. 


The coupon below will bring you a personal subscription 
to AA, plus a FREE copy of the new booklet, “Sagas of 


Success in Advertising. ” 


FREE vith your fume aukroniption 


pa ------------------ 


Advertising Age. 


and mail it to my 
your new booklet, 


My Name 
Street 
| Address 
| 
| City - 
Hi () My check for $3 is enclosed. 
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Dept. JA.28, 200 E. Illinois St.. Chicago 11, Ill. 
Please enter my gd subscription to Advertising Age 


ome address. I am to receive FREE 
“Sagas of Success In Advertising.” 


Bill me later. 


in 
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Can you spot 


the one scene that hasn’t 
changed in 4() years P 


Courte {Ch “ » s Sens 


AIR TRAVEL?— There’s been astonishing progress since 
1912. Today American Airlines, Inc., a long-time 
Ruthrauff & Ryan client, carries more passengers than 
any other airline in the world. And American Airlines’ 
highly-readable advertising gives evidence that R& R’s 
knowledge of human behavior can be as successfully 
applied to selling services as products. 


olen, a, aoe 


STYLES?— While fashions like these 1912 bathing suits 
have changed radically, the basic reasons for buying 
have not—the desire to be “in style’’ is just as great 
a buying urge today as it was 40 years ago. Today, 
this basic appeal in R & R ads help sell Palm Beach 
Suits, Kentile Floors, Alligator Raincoats, Arthur 
Murray School of Dancing. 
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Because Ruthrauff & Ryan advertising moves people, 
it moves merchandise. Demonstrably so. This chart 
shows only recent history—the percentage increase 
in Ruthrauff & Ryan billings for the five critical 
post-war years. But for every year of the 40 that we 
have been in business, increasing sales of our clients’ 
products have been reflected by a rise in our own 
billings—wars, depressions and scarcities notwith- 
standing. In fact, our greatest period of growth has 
come during “hard times” when our clients’ business 
prospered against the prevailing decline. May we 
show you our brief but exciting presentation— 
“The 5 Basics of Mass Selling?” 


AUTOMOBILES?— What a difference between this 
“buggy” and a 1952 Dodge! In our 20 years on this 
account, Dodge advertising has scored almost as 
many “‘firsts” as Chrysler engineering has put into the 
car. And R&R’s famous ‘“Look-Alike” campaign for 
Auto-Lite shows that a basic understanding of people 
results in advertising that sells. 


iy 


BOY MEETS GIRL? If you picked this scene, you're 
right! Love still makes the world go ‘round — it’s 
one of the unchanging scenes in a changing world. 
In 40 years Ruthrauff & Ryan has seen many 
changes; has pioneered in media like radio and TV; 


WOMEN'S RIGHTS ?—They were big news in 1912 when 
a new advertising agency called Ruthrauff & Ryan 
opened its doors. Long before a Constitutional change 
gave women the vote, R&R recognized women's 
influence in purchasing home products. Today our 
accounts.include such women’s “‘buy words’’ as Rinso, 
Spry, Frostee, Reddi-wip, Sta-Flo Licuid Starch. 


Wyre 


nerican Radio Relay League Inc. 


“WIRELESS ?”"—-That’s what they called it in 1912, long 
before radio became sucha powerful selling force. Today, 
a nation hums “Mo-to-ro-la TV” as latest proof that 
Ruthrauff & Ryan selling principles are as effective in 
radio or TV as in space. Our recording, ““The Mighty 
Minute,” is considered a classic on the subject of 
selling by ‘‘audible trade-mark.’’ Care to listen? 


a 


Culver Serve 
led in printing, photographic and art techniques. 
But we've never forgotten that human emotions 
don’t change. People today still respond to the 
same emotions, yield to the same desires, buy for 
the same reasons. 


RUTHRAUFF & RYN we Adbertising 


405 Lexington Ave. -NEW YORK « CHICAGO — 360 N. Michigan Ave. 
CINCINNATI * DALLAS * DETROIT » HOLLYWOOD + HOUSTON * NEW ORLEANS © ST. LOUIS + ST. PAUL 
SAN FRANCISCO * SEATTLE * MEXICO CITY * TORONTO 
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